








CHACK’S NATIONAL LINEUP 
for Fall and Christmas, 1959 


From Coast to Coast, you can Place 

yoor Confidence in SCHACK'S Team 

of Professional Display Representa- 

tives. Look for them in April and May 

with a Great, All-New Line for Fall 

and Back-to-School. thick INCORPORATED 2516 W. ARMITAGE AVE. CHICAGO 47, ILL. 











MUSICAL INSTRUMENTS 
FOR SO MANY WONDERFUL THEMES. 












TONES FOR SPRING 
(Fall, Summer or Winter) 


SWING INTO FASHION 
SWING INTO BLUES 
FOR A MUSICAL CARNIVAL 
FOR MUSIC FESTIVALS 
WHEN SYMPHONY, CONCERT 
OR OPERA COME TO TOWN. 


A SYMPHONY OF COLOR 

A WORLD OF ENTERTAINMENT 
FOR GAIETY AND LAUGHTER 
A SYMPHONY OF SPRING 

A SYMPHONY OF FASHION 

' A RHAPSODY IN BLUE 








t's a BIG, WIDE, WONDERFUL WORLD 





YES... over and over again throughout the 
year you will find use for this dimensional, 
vacuum formed plastic globe, as modern as 
today’s new world...fitting to so many 
merchandise promotions. 


A giant 67 inches long, 35 inches high and 
8 inches deep, beautifully sculptured, the 
contours of the continents are deep formed 
into the convex surface. Sturdy, but so light 
in weight and easy to use. Flange permits 
simple mounting into position. 
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A WORLD OF COLOR...A WORLD OF FASHION... A WORLD OF VALUE 
IMPORT FAIRS... GIFTS FROM AROUND THE WORLD 
WASH AND WEAR WARDROBES TO-TRAVEL THE WORLD 


Available in choice of finishes: 
Each 
No. 2977—White Opaque......... $25.00 
No. 2978—Gold Sprayed Finish.... 30.00 
No, 2979— Antique Rubbed Finish 
over Sprayed Gold..... 35.00 
No. 3699—Clear Transparent Plas- 
tic (You finish as de- 
oledid). cco + Subees cae 37.50 
No. 3747—Clear Transparent Plas- 
tic, Finished Inside, Gold 
Spray or Coletssc cece 47.50 
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No. 2960 
Trumpet-White 
27” long, 9° wide 
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No. 2964 
Saxaphone-White 
27” high, 18" wide 






No. 2958 
Harp-White / 
40’ high, 2114" long i. veel ; No. 2962 
=a. o. 
7 Violin-White 
26" high, 9'A" wide 


Reproduced in vacuum formed plastic, with all the beauty of shape and delicate detail of 
fine originals. Bas-relief, light in weight, sturdy, durable, so many ways to use throughout 
every season of the year. Your choice of soft white, with blue highlights delicately air- 


brushed, or gleamingly gold plated. 


i274.) Set of 4 
m. , RO eres eer ee ne 5 bo ee oe .  EePrerr $23.75 
7.95 No. 93697 $29.75 


IN GOLD METAL PLATE................ 
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346 N. JUSTINE ST. 
CHICAGO 7, ILL. 
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THE COVER 
Who else but Hans Erhardt, display 


director for Jelmoli, Zurich, Switzer- 
land, could create the impression of a 
vast train station platform with only a 
sketch on seamless paper to set the 
stage . . . The mannequins seem vir- 


tually alive with energy as they scurry 
to catch the 5:08. 
® 
OUR NEXT ISSUE 


The May issue will be a real diver- 
sified issue. Articles will cover display 
from the annual carnation show at May 
Co.-DF, Denver, to ultramodern exhibit 
booths in Germany. Macy's Bay Fair 
at San Leandro, Calif., will be toured. 

. More men's wear sketches by a 
Canadian with tremendous creative 





talent . . . Interested??? Well, don't 

send for your copy now — it won't be 

VOLUME 74 APRIL, 1959 NUMBER 4 printed and in the mails until April 20. 
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Pass This Issue Along 


h lue f DISPLAY 

THE DISPLAY PUBLISHING COMPANY maak See se tra eee 
See that it reaches other executives of 

your organization and the members of 


407 GILBERT AVENUE, GARFIELD 1-2050-1-2051, CINCINNATI 1, OHIO your department. 
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“88th st): ‘mergdorts ; 
The keynote was classi § 
cogiiates 1 Mag ry Bic 


the new collections 


of America’s 


| 51st St. ‘Best's’ 
leading designers. 


* Southland clothes § 
in brilliant white backgrounds. " 


ae i boy by Mary Brosnan. 
DEW rss bue Oe 


498 Seventh Ave., N. Y. 18 
Mary Brosnan Mannequins 


Durabelle Plastic Mannequins 
be 


fe 3 


Saks+Fifth Avenue! 
ran ghove the little lighted 
buildings Ménhattan’s skylined® 
~ Mannetuiris by Mary Brosnan, 


38th St. Lord.& Taylor 
On turntables they modeled 

a dozen designers’ triumphs. 
Mannequins by Mary Brosnan. 


te» 


34th St. B. Altman gues 
in quiet settings, exquisite clothes 
_ were boldly priced ($450 & less). 
: Mannequins by Mary Brosnan. 
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One Stop e e e for your sign needs 
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SIGN MACHINES 
and supplies 


1 sedetantiiiit 


SIGN MACHINES... The Line-O-Scribe comes 
in 4 sizes and 8 models, using standard metal and 
wood type, prints any cuts or half tones. 


CARDBOARD ..... All colors, 6-ply coated 2 sides 
and 14-ply finished one side. Best quality, sheared 
to all wanted sizes . . . Scroll paper, too, in 5 colors. 


SIGN EASEL and SCROLL HOLDERS. ... in all 
brass, come in a range of sizes to handle all the 
sizes normally used. 


CARD HOLDERS .. . Conventional chrome 
finishes with flat or round bases in the full range 
of sizes. 

INKS .. . Fast-Dri inks that come in every color, 
special shades mixed to match any sample. Dry in 
5 to 10 minutes. Do not set on type or rollers if 
left on, can be easily cleaned anytime. 


REQUISITION FORMS. ... that show your people 
how to write good sign copy. controlled by layout 
and lineage. design based on research and copy- 
righted. 

CLEANERS ... Type and Roller Cleaner for use 
with Fast-Dri or similar inks. Leave rollers in 
clean, dry condition for next use. Hand Cleaners 
that remove any ink and keep skin soft. 


SALES and SERVICE .. . Our national sales 
organization is qualified and ready to help you 
with an aggressive sales promotion program in 
your store, and our company wants to serve you 
TOPPERS and IMPRINTED BLANKS ... for faster and better. 

sales and special events, speed up signing for sales 


and give your merchandise the extra-value appeal. Write for New Catalog M59 on 


CUTS and DESIGNS ... Attract attention, sell Line-O-Scribe machines 
extra merchandise . . . for special promotions, and supplies. 
Mother’s Day, Dollar Days, Christmas, etc. 


TYPE ... All the standard styles and sizes plus . . . lhe = Oorec, a Ri Co 
! . 


exclusive studio lettering, Beaufonte, Bellaire, Bon- en MAG SIN & 


Air and Beaux-Art type in display sizes. 4510 N. RAVENSWOOD AVE. CHICAGO 40 
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GREATEST BOOK ON DISPLAY 
Ever Published, Say Country's Leading Display Authorities 


NOW IN ITS THIRD EDITION 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 
Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


...to make your displays sell more goods faster 
... it’s the kind of book you have been waiting for 
... it’s a necessity for everyone engaged in dispiay 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY. they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 

, help toward steady improvement and perfection in his work. 

Endorsed by the country’s For the experienced and professional displayman it is rich in 

foremost display directors. display ideas and an invaluable reference work —in fact, a 

display library in itself. Retailers, both large and small, will 

find it a positive guide to good selling displays. The author 

% draws freely on his wide experience to explain each facet of 

PRICE POSTP AID retail display and shows by photographs and sketches the 

practical application of display techniques for modern displays 

immediate Delivery! that sell. Display problems and their solutions are explained in 

detail. It gives display a scientific background to make the 

PARTIAL LIST OF CONTENTS medium of display more powerful and effective. Study the 

_ ' cae ic Id partial list of contents and you will realize that this is a book 

SoG oe Gaay Were VeNneeane on @ Same tee you MUST have. Its value to you cannot be measured by its 
Recipe for a Displayman The Display Calendar 


Common Errors in Display Layout of Merchandise reasonable cost. 


Working Methods Display of 19 Different Wares u y ( N ve 
Application of Art in Display Small Windows r er our opy ! 


Technique of Painting Interior Display IS W —— ; ; 
Technique of Enlarging Expositions and Trade Fairs DISPLAY WORLD, Cincinnati 1, Ohio 


Eye-Catchers Mecssations on the Stese Feent a Please send me postpaid a copy of DYNAMIC DISPLAY, for 
Paper Sculpture The Flower in Display which $10.00 is enclosed. 

Display Materials Color [] Please send me a copy of DYNAMIC DISPLAY and enter or 
Papier Mache Paints, Binders and Thinners extend my subscription to DISPLAY WORLD for one year, for 
Balance and Symmetry in Display Lettering and Display Signs which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
Line and Form in Display Lighting combination orders except Canada $1.00 additional.) 

Principles of Contrast Animation in Display 

How to Master the Space Problem Figure Draping NAME....... 

Preparatory Work Display Fixtures , 

The Window Plan Economy and Good Housekeeping STREET 

Birth of a Show Window The Workshop 

Display on a Small Budget Windows of the World 
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DISPLAY WORLD 

















Prevent Fade Damage 





Now you can economically stop costly fading of 
display merchandise... and add striking new beauty 
to your merchandising windows. 

New Sun-X Glass Tinting, a liquid-plastic dis- 
covery by Du Pont, makers of “Better Things For 
Better Living... Through Chemistry,” gives you 
positive, all-day sun control without any effort on 
your part. It effectively prevents fade damage to 
your valuable merchandise by eliminating up to 
99.5% of the sun’s ftade-causing ultra-violet rays. 

New Sun-X Glass Tinting is applied without 
spray or splatter to your existing windows by a 


INTERNATIONAL DISTRIBUTORS 


with New SUN-X Glass ‘Tinting 


unique miracle-flow process. It bonds tightly and ts 
guaranteed in writing not to chip, crack or peel. 
No maintenance is required — you wash Sun-X 
tinted windows in the usual manner. 

Available in your choice of 11 distinctive colors, 
Sun-X Glass Tinting gives you the distortion-free 
appearance, the trouble-free convenience of expen- 
sive factory-tinted glass at a fraction of the cost. 

Get more value from your display windows by 
making them more attractive, more useful, and /ess 
costly with new Sun-X Glass Tinting. Send for your 
free copy of “Solve Sun Problems with Sun-X.” 


AMERICAN GLASS TINTING CORP., P.O 


Houston ‘4. Texas 


NAME 
COMPANY 
ADDRESS 
CITY 


Please send free copy of “Solve Sun Problems with Sun-X.’ 


1719 SUNSET BLVD. HOUSTON, TEXAS 
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for displaymen and decorators 
SILVESTRI presents a flexible 
metal ivy in natural enamel fin- 
ish. A 39 inch length for use out 
of doors as well as indoors. $6.50 


Stock No. 955 
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POTTERS <a SILVER GLASS TINSEL’ 


Unmatched for sparkle ... truly economical... nothing, but nothing, 

can match the sparkle of Potters Silver Glass Tinsel in silver or in your choice of colors. 
For longer lasting brilliance, silver is available in tarnish-resistant grades. 

And, for displays that glow in the dark, ask about Potters Reflective Spheres. 


Available from your jobber, or write for samples and name of nearest jobber 


THE JONEL COMPANY, Carlstadt, N. J. 
awholly owned subsidiary of POTTERS BROS. INC. 
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AISLE MERCHANDISER Xeaent 


The Regent Aisle Merchandiser gives individualized sectional dis MODEL AF33S 
play as well as versatility of merchandising. Displays heavy goods 


without shelf sag! Beautiful Blonde-Tan Shor-Tex finish. 38” wide 


60” long, 48” high. 2—14”, 2—16”, 2—18” adjustable shelves ro} 1 


with one 12” fixed top shelf. “A” frame ends enable you to form 


an end display with 3 shelves at nomirral cost. — 7. Th 


rl | on F.O.B. PHILA. 
The Regent . : 
MODEL AF30HR 


Displays both shelf goods and 


a goods! 1—14", 1—16", : 
__18” adjustable shelves wit 
one 12” fixed top shelf. One 


heavy duty chrome pipe. Blonde- 82°° 











ADAPTABLE FOR ALL USES 


Tan Shor-Tex finish. 


: 2 
; -. df HR with hang rod 69°° 
Also available in # AF2 © OB. PHILA. 


sides, no shelves. 
Sectional assembly ideol for merchan- A 
di ends of aisle groupings 
ey 1.0", _18" adjustable 





shelf ond senderds. 














FREE Store Planning Service 


Stores sell more with Displays by 


SHORE SHORE WOODWORK CO. 


40TH AND WESTMINSTER AVENUE, PHILADELPHIA 4, PENNA. 
WRITE 


ILLUSTRATE D LITERATURE 


* EVergreen 72-7340 


TODA Y 
APRIL, 1959 
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INTRODUCING A LONG AWAITED 
SOLUTION TO THE DISPLAY DIRECTORS 
MANNEQUIN REFINISHING PROBLEMS! 


Representative Display Directors throughout the nation 

have enthusiastically acclaimed SARGENT DISPLAY FIN- 

ISH For Mannequins as being the answer to a much- 

needed demand. Their tests prove that The Sargent-Gerke 

> Company, manufacturers of paint products for the past 
cARGENY : | 58 years, have again provided a ‘'first’’... the first 
! 8 Mannequin Finish that produces soft, fast-drying, natural 

FLESH TONES pla y shades, with a minimum of odor. No more expensive trips 


to the factory are necessary to rejuvenate your manne- 


AUTHENTIC 
MANNEQUIN 


e CHARM 


ames Yd 2 quins. To try, and see the results of SARGENT DISPLAY 


FINISH For Mannequins is to acknowledge its supremacy. 
¢ NATURAL 


for the | Your Display Director asks you to do both. We will gladly 
* CRUISE DISPLAY MAN 


INSTANT DRYING — ; 
SOFT COLORS THAT PRODUCE ; 
A VELVETY FINISH! DISTRIBUTOR INQUIRIES INVITED 


Mae aeagge ) THE Sargen t- Gerk C co 


AEROSOL DIVISION 


supply the name of your nearest source upon request. 


QUALITY PAINT PRODUCTS SINCE 1901 
BOX 729, INDIANAPOLIS, VU. S. A. 


DISPLAY WORLD 











GRASS MAKES THE DIFFERENCE 


The lush, green, natural look of EATON Velvety Grass 
makes the creation of outdoor scenes easy... economical 
...and rewarding in greater sales stimulation. Try it! 


MAIL THE COUPON 
FOR IDEA-PACKED BROCHURE 


BATON BROTHERS CORP. 


HAMBURG, NEW YORK 
Display 
Division 


APRIL, 1959 


p--------------- 


EATON BROS. CORP., Display Div. 
Hamburg, N.Y. 


Send me FREE copy of your EATON Velivety 
Grass idea Stimulator. 


Name 
Firm 


Address 
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THE FANTASTIC PLASTIC 


* TOUGHER 
* STRONGER 


COLLOID TREATED 
FABRIC 


IMPROVED TO A NEW HIGH IN QUALITY 


A TIME PROVEN MEDIUM THAT HAS BECOME A DISPLAY MUST 
NOW SOLD IN SINGLE & DOUBLE WIDTH 25 YD. ROLLS FOR EASE IN HANDLING 


Dip It!-Drape It!-Shape It! 


@DRIES IN 30 MINUTES 
@WEATHER PROOF-WATER PROOF 
@LIGHT WEIGHT - UNBREAKABLE 


FOR OUTDOOR and INDOOR USE 


USE LIKE PAPIER MACHE — NO PASTE — NO GLUES — JUST DIP AND SHAPE 


SOLD WITH A MONEY-BACK GUARANTEE 


lf after using this Colloid Treated Fabric, you do not 
find it superior to anything you have previously used, 
your money will be refunded plus transportation charges. 


DISTRIBUTORS WANTED 


Exclusive territories to those who qualify 


Ben — OR Tien seulP 1 fe: 


156 SEVENTH AVE. 
NEW YORK CITY 11, N. Y. 
PNGcleo), [oltil, Mere yess # TRADE-MARK BEN WALTERS, INC. 


DISPLAY WORLD 





ENTER NOW—Dont Miss The 


1959 


DISPLAY WORLD INTERNATIONAL 
DISPLAY CONTEST 


DISPLAY WORLD's big contest for 1959 
got under way January |. Decide now 
to take part. There are 65 merchandise 
and service classifications, and every dis- 
playman is eligible for the plaques and 
medal awards. This Eleventh International 
Display Contest — with 211 awards — will 
continue to prove an incentive to still better 
display throughout the world and to reward 
outstanding displaymen with tangible evi- 
dence of their ability. It is our belief that 
this recognition of meritorious work will bene- 
fit the entire profession, and we view it as 
one of our obligations to the field we serve. 
All displaymen are invited to participate. 


There are no restrictions. 


Classifications 


44. 
45. 
46. 


Women's Dresses 
Women's Sportswear 
Women's Coats, Suits 
Furs 
Bridal Disploys 
Millinery 
Lingerie 
Foundation Garments 
Women's Shoes 
Women's Hosiery 
Bags, Gloves, Accessories 
. Cosmetics, Perfumes . Toys 
Women's Bathing Suits, Luggage 
Beach Wear Sporting Goods 
Children's and Infants’ 
Wear 
Teenage Apparel 
Men's Clothing 
Men's Shirts, Neckwear 
Men's Hats 
Men's Shoes Stationer 
Men's Underwear y 
Men's Bathing Suits 40. Drugs 

9 . 
Men's Sweaters, Sports- 41. Tobacco, Smoking 
wear Accessories 
Men's Gloves, Toiletries, 42. Groceries 
Accessories 43. Candy, Nuts 


Yard Goods 
Notions 

Linens, Bedding 
Furniture 

House Furnishings 
Paints, Wallpaper 
Jewelry, Watches 
China, Glassware, 
Silverware 


OONOM AWN 


Radio, Television, 


Office Equipment, 
Supplies 














Men's Robes, Pajamas 


Musical Instruments 


Phonographs, Records 


39. Books, Greeting Cards, 


47. 
48. 
49. 
50. 


¢ 
Liquor, Bottled Goods 
Hardware 
Auto Accessories, 
Equipment 
Auto Showrooms 
Major Appliances 
Minor Appliances 
Florist Displays 
Photographic 
Equipment 
Optical Goods 
Travel Displays 
Exhibit Booths 
Floats 
Style Show Settings 
Institutional Displays 
Storewide Promotions 
Civic Displays 
Holiday Displays 
Special Event Displays 
Christmas Displays 
Christmas Interiors 
National Advertiser's 
Window Display 
National Advertiser's 
Display Unit 


Mail Your Entries to Contest Editor 


DISPLAY WORLD, 


Top awards will be beautiful gold, silver and 
bronze plaques, and there will be gold, silver 
and bronze medals presented in each of 65 
classifications covering every type of mer- 
chandise. In addition, a gold medal will be 
awarded each month for the best display 
entered in the contest during that month. 


Thus there will be a total of 211 awards. 


Every displayman, no matter where, is invited 
to participate in this contest. There are no 
strings attached, no entry blanks, no slogan- 
writing; nothing is required but good displays. 
Read the rules carefully and get your entries 


started today . . . and keep them coming. 


The more entries submitted, the better your 


chances for international recognition. 


Rules 


. Any displayman in the world may enter this contest> 
it is not necessary to be a subscriber to DISPLAY 
WORLD. 

. All entries must be of displays installed during the 
year 1959. 

. Entry is by means of one or more unmounted black 
and-white glossy photographs, preferably 8 x 10 
inches in size. As many entries may be made as 
desired. No entries will be returned. 

. Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: “John Jones, Dexter 
& Sons, Kansas City, Mo. Classification No. 46’. 

. All entries become the property of DISPLAY WORLD. 

. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

. Entries may be submitted at any time. All entries 
received during a given month will be judged for 
the monthly gold medal award for the “Display of 
the month”. The contest ends December 31, 1959. 

. The entry judged best in its classification will re 
ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, | point and a 
bronze medal. The entrant who receives the great 
est total number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a gold plaque; the third greatest total number of 
points a silver plaque, and fourth a bronze pluque. 

. Each photograph entered will be eligible for only 
one classification. 

. Judging for the annual awards will be done by an 
outstanding board of well-known display authorities. 
Their decisions will he final. 

. Judging for the monthly “Display of the Month” gold 
medal award will be done by the editorial staff of 
DISPLAY WORLD. Their decision will be final. 

In case of a tie, duplicate awards will be made. 


Cincinnati 1, Ohio 
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More often than not, meetings concerned with vital redevelopment 
programs for downtown shopping areas are in reality only meetings of 
the minds of the large department stores involved. They are the giants 
that hold up the four corners of every selling community. They stand 
tall and impressive against the merchandising skyline. 


staunch guardians that they are, the department stores picture 
themselves gathering the small shops in their protective shadows 1ike 
the feudal estates of the Middle Ages. They know that the small shops 
must depend largely upon them to bring the large crowds to town with 
their displays, advertising and sales promotions. This dependency is 
recognized and not denied by the small shop owners, who would be in 
dire straits if the big stores next door or down the streets would 
close their doors. 


However, and this is the point too often overlooked, this de- 
pendency is not nearly as one-sided as it looks. Department store 
management, in particular, has been slow to realize that, with the 
deterioration of their small neighbors, their own store's sales figures 
slip. It seems that shoppers will not make a habit of walking from 
one large store to another a block away if what they find in between is 
nothing but drabness. In these days of comparative price consciousness 
on the part of the consumer, this attitude spells trouble. 


Even the modern department store in all its glory cannot continu- 
ally attract the constant flow of traffic it needs to maintain its 
necessary high volume unless the small shops clustered about it are 
equally as attractive inside and out and present a comparable un- 
cluttered dignity of appearance. 


Too many small merchants were content during the boom years to 
relax their own selling efforts, to let their store exteriors and 
interiors deteriorate, to ignore the value of an active advertising and 
display program. To the department store management this situation 
seemed to be retrenchment from lack of profit while in reality it was 
complacency from profits earned with little effort. 


The aloofness of the department store in relation to its small 
downtown neighbors and the complacency of the small shop owners towards 
self improvement are both out of step with the problem now facing urban 
retailing. Only through mutual effort and understanding can it be solved. 


Retailing giants cannot continue to ignore the small merchants 
when they come to grips with the dwindling downtown sidewalk traffic. 
And, likewise, the small shops must come to the realization that they 
are in need of a complete rejuvenation of appearance and policy or they 
will continue to hurt themselves as well as the department stores upon 
which they depend largely for attracting this constant traffic. 


A meeting of the minds is urgently needed in all but a few cities 
that have approached the problem already. But it is a meeting of all 
the minds--not just a few--that will bring results. 


Your attention is directed to two new (Please turn to page 62) 





DESIGNED FOR DISPLAY 


EVER 


FIXTURE 


uu 
ao 
— 
< 
— 
f° 4 
du 
> 


MOST 


BURSELEaS 


dee ode GE 
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CREATIVE PROMOTIONS OF CALIFORNIA 
3820 GROVE STREET, OAKLAND 7, CALIF. 


Eastern Distributor 
EMPIRE DISPLAY MFG. S Be. INC. 
45 WEST 34th STREET, NEW YORK 1, WN. Y. 











DISTRIBUTED THROUGHOUT THE UNITED STATES AND CANADA BY 


ANCHORAGE 

Tri-Ad Fixture & Store Supply 
2205 Sunrise Drive 
CALGARY, ALBERTA 
McDermott Display Co. 
902—9th Ave., West 


CHICAGO 

The Fixture Mart 

314 W. Jackson Bivd. 
CINCINNATI 


General Display Co. 
25 Opera Place 


CLEVELAND 
Standard Displays Co. 
1397-99 W. 9th St. 
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COLUMBUS, OHIO 

Paul Lugger Displays 

2781 West Broad St. 

DALLAS 

Marshal E. Moody Co. 

1106 Jackson St. 

DENVER 

Decorative Materials & 
Sales Co. 

1515 Arapahoe 


FRANKENMUTH, MICH. 


Bronner Display 
121 East Tuscola 
FRESNO, CALIF. 
Wax Studio 

1436 West Weldon 


HONOLULU 

Bader's Display House, Ltd 
1049 Alakea St. 
LONDON, ONTARIO 
Madison Display 
Wellington & York Sts. 
LOS ANGELES 

Decter Mannikin Co. 
1000 S. Los Angeles St. 
LOS ANGELES 

Syd Jackman Co 

822 S. Los Angeles St. 


LOUISVILLE 


Myers-Thompson Display Serv. 


319 West Main St. 


MEDFORD, OREGON 
Sim's Cycle & Hobby 
23 North Fir St 


MONTREAL, P. 9. 

Hollinger Displays 

1449 St. Alexander St 

NEW YORK 

Empire Display Mfg. Co., Inc 

45 W. 34th St 

OKLAHOMA CITY 

E. B. "Jack'’ Castle 

21 W. Main St. 

PHOENIX 

Mode! Manikin & Display 
Service 

1405 E. McDowell! Rd 


SAN FRANCISCO 
Sylvan Cohen Displays, Inc. 
254 Sutter St 


SEATTLE 
Ross Display Material Co. 
1409 Seventh Ave 


VANCOUVER, 8B. C. 
King Agencies, Ltd 
114 Water St 


WICHITA 
Grove Displays, Inc 
1519 E. Second St 












SPRING |! 


By DICK JACHIM 


Suspended fashions dramatize light-weight cottons at May 


Company-Wilshire . . . Old Southern elegance—Spanish moss 


and all—highlights bridal promotion at Ohrbach's-Downtown... 


mountain 


HOUGH the surrounding 
resorts still publicize ideal skiing con 


qditwons, the desert retreats voice tun in 
the sun and the tresh water and ocean fish 
my areas encourage catches, none seem to 


approach the emotional appeal ot the mag 
sn) ft] 


in the word-picture of spring, which was so 
ably presented in the windows ot the retail 
tore throughout the Los Angeles area 

Barry Snider, display manager at May 
(ompany-Walshire, used a double-barreled 


approacl 11} CONVCYVITp this HIiCssave by 11) 
corporating the written word with his chi 
ahi play In Corie al has series Of} windows, 


promoting cotton shirt-waisted dresses, he 


used cut-outs of a stylized brown tree with 


yreen leaves It was 


base 


planted oll a iree orm 


This 


also of green to represent grass. 


va uspended tor the background and et 
fectively stimulated the retreshing airy teel 
mig associated with spring. Added nostal 





Baroque motif accomplished with ornate frames at Robinson's 


via was received trom a trisky black poodle 
on the grass who was straining at his leash 
with excitement by the attraction of a white 
flying 
was solely the 


dove nearby. His mustress, which 


fashion and accessories 


formed into action to simulate life, and also 


suspended, limited his intentions by tightly 
securing the leash with her glove. 
This unique composition attracted much 


attention and brought admiring smiles to 


many taces 

The floating appearance was accomplished 
by suspension with nylon thread. A plastic 
bust filled the upper portion of the 


dress and then formed to motivate the illu 


form 


sion of action, and the gloves stuffed with 


cotton 

In large black letters, the copy, “Spring 
in these parts,” was stenciled on the lower 
portion of the window. Kight windows 


were used in this series with each showing 



















































































































































































...Displays Blossom 
in Los Angeles 









































































































the tashion in a different action pose. The 
walls were white to better blend the strands 
ot nylon used in the suspensions. 

The tashion bank not shown, promoted a 
collection of French originals in afternoon 
Here Mr. Snider stenciled black fleur 
de lis on the windows as well as the back 
wall to identify the fashions. All the mer- 
chandise was black with white 
accessories. An 
adorned each of the 
dressed in one of the chic 
The tashion was further glorified 
by dramatically directing a white spotlight 
on the tace of the mannequin at a glancing 
angle so that it would splash onto the back 
wall in an unbroken sphere. Light blue 
back lighting washed the wall for the added 
highlight desired. 


dresses. 


accents in 
some ot the individual 
mannequin 


windows 


series of 
crea 
tions. 


{mpact for a color was convincingly ob 
tained by using it liberally and exclusively 
at Fedway-Westwood by Don Lord the 
display director. Promoting the newest 
shade of Cameo hosiery, which is sparkling 
clear turquoise called “Blue-Grass,” he car 
ried tones of it throughout his composition, 
not shown here. 

Three mannequins 
sidewalk cafe 


wore the 
(ne was seated at a 
table and the other two were approaching 
it from directions. The owner's 
poodle was there, too, protecting his bone, 
which was located in his dish on the floor. 
The chairs, table, china, a suspended lan 
tern, floor and even the French poodle, his 
dish and bone “Blue-Grass.” 

Don tones oft 
combination of both 
in the women’s fashions and completely ac 
them in “Blue-Grass” hats 
gloves and jewelry. The reader 
further carried the monocolor and read, “It 


hose in a 
scene, 


opposite 


were 


Not stopping here, used 


blue and green or a 


cessorized 


bags, 


though ‘Blue-Grass’ is the color 


for Spring.” 


looks as 


the old 


windows ot 


Southern tradition 
Ohrbach’s-Down 


Klegance i 
adorned the 
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town in a bridal promotion. Ed Mitchell, 
display manager, created huge gates out of 
hard board washed in tones of grey for his 
background. These readily simulated a 
garden of a large estate, especially when 
combined with the grey stepping stones 
trimmed with scatter grass on the floor. 

Spanish moss in different lengths lan- 
guished from the ceiling with accents of 
branches protruding trom the sides to simu- 
late a portion of an aged old tree so familiar 
in many Southern areas. The bride regally 
attired in full tradition stood gracefully 
underneath the tree in front of the dig- 
nified grille gates. 

An unusual background attractively ac- 
cented a black afternoon dress promotion 
at Robinson’s-Los Angeles. Lee Platt, dis- 
play director, covered the entire back wall 
with brilliant multicolored paper fans to 
add luster to the costumes. These were 
applied uniformly to create a_ semi-circle 
design of running curvatures, and followed 
it through in glossy black on the floor. 
This display is not shown. 

Mannequins in different poses wore the 
creations with white accents usually in the 
accessories. A black reader with white 
lettering placed on a floor easel centered 
the windows. 

Another series promoted perfumes and 
colognes. A baroque motif, through the 
use of two huge gold frames, was created. 
These stood on the floor and framed risers 


| Please furn to pave 16] 
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—Above, by Ed Mitchell, Ohrbach's-Downtown . . . Top left, below, by Fred Bower, Barker Bros. 
Top right, by Stanley Thompson, May Company-Los Angeles . . . Bottom left, by Bill Meissner, 
Ohrbach's-Wilshire . . . Bottom right, by Jim Hassinger, W. & J. Sloane-Beverly Hills . . . Opposite 
page: Top, by Lee Platt, Robinson's-Los Angeles... Bottom, By Barry Snider, May Company-Wilshire— 


























New Hecht's: 


Modern Selling Adventure 


By MYRTLE STEWART 


Ultramodern display features incorporated into new 


Hecht Company nucleus for Prince George's Plaza 
Shopping Center . . . Continuous-window at each 
ground level . . . More self-selection fixturing . . . 


Comfortable atmosphere even at closing time 
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HERE IS something about the phrase 
“Prince George's Plaza,” the name of 
the new ultra-modern multi-million 

dollar Hecht Company’s store, that has a 
fairy-tale ring. And the promise of some- 
thing special is fulfilled for the visitor to 
this unusual store. 

A quick preview of the store’s outstanding 
novel features includes: split-level building 
construction; self-selection interior fixtur- 
ing; view of all merchandise, sizes and 
prices all at once; view of entire interior of 
floor from anywhere on the floor and from 
the outside; complete flexibility in display 
and sign integration; continuous exterior- 
window on any given ground level; art- 
gallery decor throughout the store, and free 
parking all at once for more than 4,000 cars. 

This new store was the activation nucleus, 
in November, of a modern shopping center 
formally opened March 12 that covers 600,- 
000 square feet of ground in Prince George's 
County, Md. The Hecht Company’s store 
uses one-third of this space. The community 
itself will include 1,000 private homes and 
1,000 apartment buildings. 

The 30-minute ribbon cutting ceremony at 
the Hecht Company store last November 
was attended by 3,000, headed by the then 
Governor Theodore R. McKeldin of Mary- 
land who made the feature speech and cut 
the ribbon, then led the way into the store. 

This is the fourth Hecht Company Wash- 
ington area store. It is of fieldstone and 
brick with granite trim, and occupies an ad- 
vantageous location in University Hills just 
south of the Maryland university at College 
Park. It is situated within the imaginary 
angles formed by U. S. Route 1 and Mary- 
land’s East-West Highway, Queens Chapel 
road, and University boulevard. 

With its extra wide aisles and wall-to-wall 
vision the structure could easily be thought 
of as an art museum due to its appearance 
both in and outside. But it does achieve 
its principle purposes display, and the ac- 
celerated sale of merchandise. 

True to the advance pronouncement of the 
Hecht Company’s president, Robert H. Levi, 
this new store uses the most advanced de- 
partment store display techniques to stress 
its open-selling or self-selection policy. 
The self-service displays save shopping time 
and contribute greater enjoyment to the 
shopper. There are 46 departments, com- 
pactly arranged, that flow naturally 
one to another. 


from 


The Hecht Company’s project is an ad- 
venture in more comfortable selling to cus- 
tomers who drive in from far and near, and 
find parking space for more than 4,000 auto- 
mobiles at one time. On the south side is 
the entrance to the lower level and down- 
stairs store. The split level feature makes it 
easy for customers to enter the store close to 
wherever they park. 

The facade of the south entrance 1s of 
enameled aluminum in cheerful shades of 
pale yellow to warm brown. The lower half 
of the mall level of the building is entirely 
of glass. In the center of the mall in front 
of the store are concrete-and-stone planters 
for flowers and shrubbery. 

For this particular store it is difficult to 
say just how many display-windows there 
are. In fact there is continuous-window at 
each ground level so that it could be stated 
generally that the linear space occupied by 
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continuous-window is almost equal to the 
circumference of the store itself. 

This factor results in a point of marked 
divergence from conventional window dis- 
play since the entire interior of the store 
is visible through continuous-window on any 
given ground level. The feat of window 
display, therefore, in this novel building is 
to display the actual interior from the 
outside. How well this has been accomplished 
is illustrated in the photograph showing the 
bronze “Shoe-Tree” lounge and a part of 
the shoe department. Other views look into 
the floral shop, gifts, furniture, lamps and 
so forth, all the while there is nothing in 
the windows to block off the view into the 
store. 

The escalator unit is in the center of the 
main floor and visible from the entrance. 
The up and down units are open and abreast 
of each other, and only momentarily block 
the view of the floor above and below. 

The acoustical ceiling is made of cream 
colored blocks flecked with silver. Across its 
entire expanse, spaced about 15 feet apart, 
are round grilled openings 3 feet in diameter 
where concealed daylight lamps furnish a 
feeling of freedom and expansiveness. All 
over the store there are ornamental 5-inch 
shades covering spotlights that are used as 


a definite design feature to call attention 
to the different departments of merchandise. 
Wide square supporting posts are painted 
cream, except where occasionally one side 
of a post is done in a different color guid- 
ing the eye into the key color of a given 
department. 
Architects of the building are Daniel 
Schwartzman & Associates, New York. 
Everywhere the eye travels there is seen 
a well-thought-out grouping of merchandise 
distinguished by its own theme in color, 
light, design and fixturing. Kach group 
blends with differently decored adjacent 
ones. Partitioning is done with color, light- 
ing and attractive “look through” dividers 
Carpets throughout the store are burgundy, 
beige, green, charcoal, or shadow stripes, 
whereas the accessory homewares and the 
children’s department floors are covered 
with different color combinations of tile 
Key colors for the departments are mauves, 
apricots, browns, reds, and pastels. 
Geometric patterns and delicate grille work 
form permanent’ display  eye-catchers 
Throughout the three floors of the store 
there is a remarkable emphasis on display. 
One's very first impression is light, light 
and more light light that forms designs 
and gives commanding effects that call at- 
tention to the different departments of mer 
chandise. Next one feels, as well as sees, 
the daring new uses of color. 
patterns are the artistry of 
Wolter of New York City 


(entered 


‘These 


Mary 


color 
Lou 
main entrance and 
visible trom the outside 1s the gleaming jew 
elry department, setting the tone tor the 
rainbow splendor to be everywhere 
Qn its left are the silver and gift depart 
ments, and on the right of the entrance ts 
a lounge with a 
the center. 


inside the 


seen 


continuous oval sota in 
The sofa is upholstered in green 
damask flecked with gold. Out of the center 
of this furniture 
canopy in the form of a gracetul willow tree, 
shown in the photograph which was taken 
trom the inside of the The 
trunk made ot 
round leat on the 
1S tipped with one otf the 
The leaves appear to be fluttering gently as 
they reflect movement trom customers walk 
ing by. This tancitul metallic tree 
seen from anywhere on the floor. Already 
a Slogan has “Meet me under the 
Shoe Tree,” recalling the similar slogan in 
connection with the famous kagle of Wana- 
maker's. 


piece of rises a_ brass 


store tree s 
spaced-rings 


heads while 


has upon it 


brass CAC h 


branches beads 


can be 


arisen: 


The shoe department adjoins the 
lounge with seating comprised of lush green 
or purple loveseats set off by marble display 
tables on a green and purple tweed carpet 
All departments are indicated by custom 
designed 
wall and 
floor. 
long-line 
connection 


wooden lettering high on the 
from 
This is possible because of the low, 
type ot 


with the 


visible anywhere on the 
departmentalizing In 
low positioning of the 
this 
Lester Melnicove, merchandise presentation 
director of all the Hecht 


merchandise, it is explained way by 


(ompanys area 
stores: 

“We feel it is important to keep the selling 
floor as uncluttered as possible to allow the 
to find not only 
looking for, but any department she 1s look 


customer the goods she is 


ing for with a minimum of effort.” 
[Please furn to pade 72) 
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ORE AND MORE tresh flowers and 
M growing plants are being used in 

modern department stores and spe- 
cialty shops as a part of the overall decor, 
as well as for display properties. Practi- 
cally every one of the more recent handsome 
new shopping center stores have included 
planter boxes with plants and flowers as an 
integral part of their decor. Some have 
used planter boxes and landscaped areas in 
their courts and exterior decorations. Most 
have also used the planters throughout the 
store itself. 

There are several purposes accomplished 
One, the growing green plants add a touch 
of softness to the architectural design. 
Second, all of these stores are designed as 
luxury settings for merchandise, aimed at 
making shopping a pleasure to their cus- 
tomers, and plants and flowers are festive. 
They add that extra touch of elegance, of 
luxury, of finish. 

With flowers and plants playing such a 
prominent role these days, it is interesting 
to learn of the pioneering stages. Jack 
Rosen, florist in New York City, was one 
of those pioneers. Today he 1s perhaps the 


Flowers 
In 
Displays 


By ESTELLA LANO! 


Uses of blooming flowers and 
verdant foliage increasing .. . 
Add softness to design . . . 


Jack Rosen tells of early floral 





adventures . .. Flowers not 


only SMELL—but SELL! key Horist in that city active now in furnish 
ing display with live floral properties. Yet 
not only does he supply the necessary plants 
and flowers, beautifully arranged, but he 
acts as a consultant for the industry. In 
other words, many of his clients design a 
display calling tor flowers or plants, then 
call in Mr. Rosen and say “What will fill 
this spot?” “Have you a suggestion?” or 
“What is available?” 


Pa 


a 


~ 


Mr. Rosen knows the answers. In the 
first place he has made a study of plants and 
knows what they will do. As he points out, 
department stores are not a kind environ 
ment tor plants. It means that plants used 
in a department store setting must be se- 
lected with an eye to housing conditions, 
suitability to location as to color, size, etc., 
and they must be given caretul treatment 
Someone needs to tend them. Incidentally 
that is a part of the service Mr. Rosen 
and his associates give to their customers. 
Care of the flowers and plants they have 
installed! To see they are arranged to best 
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advantage, watered, the drooping ones re- 
moved, etc. Second, he knows exactly what 
is available, where, and when. 

Early in his career as a florist, Mr. Rosen 
had a string of department house 
whose plants he serviced every day 
them! 

He would rush in, empty the water con- 
tainers, fill them with fresh water, check 
the flowers to see they were in first class 
condition, and move on to the next. 

But in 1940, B. Altman & Co. in New 
York City asked him to make floral ar- 
rangements for their ledge tops. Kach 
iedge unit was designed as a different plant- 
ing, as though growing naturally — the idea 
of the display was to make it appear as 
though the plantings were meant to grow 
there all the time. For this first planting, 
the boxes taken in sections to the 
greenhouse planted, then reassembled 
on the job. Plants included geraniums, 
cibotium, ferns, pepperomia, gardenias, and 
rhododendron in flower. 

The idea carried into the back 
case displays and into the counter case dis- 
plays through the use of artificial leaves. 

Since then the large planter boxes on the 
permanent part of the main 
Altman & Co. New ar- 

more than 
others, are installed trom season to season, 
but the idea is to keep a constant flower 
show on the main floor of the store to 
further create the Altman atmosphere ot 
elegance and luxury. 

With the first ot the “Salute to Seasons” 
promotions along Fiith planter 
boxes were installed outside the 
well as inside. These were long boxes set 
in front of Altman's Fifth 


lobbies 
50 ot 


were 
and 


Was 


ledges are a 
floor decor at B. 
rangements, 


some elaborate 


avenue, 
store as 
each oft huge 
avenue windows. 

Since that was a spring promotion, white 
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azaleas were used in the planter boxes both 
inside and outside of the The dis- 
plays within the windows were a combina- 
tion of artificial branches with live plants. 
Five foot trees of azaleas 
5 feet wide had been 
and torced for the job. 
The growing of special plants is part of 
the job for many of the larger installa 
tions. For the white sale in January of 
each year, for example, the interior of the 
store blossoms into a flower garden of white 


store. 


5 feet high and 


specially grown 


azaleas that have been specially grown and 


forced tor the assignment — to present a 
June in January type of setting. 

In the calendar, the next large 
setting for Altman's is Valentine's Day, then 
aster 


seasonal 


with all spring flowers arranged 


as tor a flower show. In summer, the set 


ting is arranged in cool greens to create 
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a cool appearing atmosphere In August, 
the fall effect is created with specially 
grown plants that are kept and stored from 
year to year under the direction of Mr 
Rosen. 

To round out the program is the Christ 
mas setting, tor which red pyrocanthea 
plants are specially grown to bring out th 
leeling of Christmas. It is interesting, too, 
that the service of the florist includes the 
hanging of drops on the main floor 
(christmas 


Irom 
season. All 
of which means that Jack Rosen's company 
maintains the plants at B. Altman & Co 
service, with the 
with the 


season to Christmas 


round 
geared to tie in 
promotions 
Actually, the 
was 


as a year schedule 


store s seasonal 


start im Jack 
than the 
boxes tor the 
1940, a fire in the 


Fitth avenue burned 


display tos 


Rosen even more dramatt 


request to design planter 
Altman. In 
|. Miller store on uppet 
the floor out of the 
desperation the company 


to ask 


ledges at 
window area, and in 
called Mr 
could he done tl «A 
they would to be still in 
Mi Rosen brought acacia trees that 
8 and 10 teet high and set them deep within 


Roser 
what hurry 
appear busines 
were 
the area so they normal 
Hoor level ot the 
a gracetul display tor the passersby 
and completely hid all effects otf the 
In ordet 


towered up above 


window where they made 


to rush the job and have it 
Mi Rosen had 


man But the tre 


hbetore store opening, 


wake up aA vyreenhouse 
display 
Pan Shon 


thrust up 


were delivered 11) time, and 


completed with a statue ot 


were displayed on trames that 


through the yellow blossomed branche cyt 
the acacia trees 


\ltman 
table 


kach year the displaymen at 
mdividual 


(Please turn to page 42] 
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Manhattan Kaleidoscope: 


Shifting Scenes, Seasons 


By CLARA BALDWIN 


Displays change to suit the mood of the merchandise, defying 


season ... Fashion trend points to beige for spring ... American 
designers play key role . . .Props range from simulated rolls 
of coins at B. Altman's to serendipity at Russek’'s 


\ x JiTH THE tremendous scope of 
display in metropolitan Manhattan, 
seasons take on a kaleidoscopic char- 

They overlap from window to window 
store to store, frequently defying the 
natural season and the weather on the street. 

Our major displaymen, highly skilled artists, 

take their cue from the theatre and shift scenes 

and seasons to suit the mood of the merchan- 


acter. 
and 








dise being featured. The resulting displays 
are highly dramatic no matter how simple the 
setting nor how elaborate. Just recently, 
fashion and the American designers have 
played key roles along the avenue, and the 
backgrounds for the advance designs have 
varied greatly, pointing up the important 
trends in fashion for the spring season and 
looking ahead into summer. 

John Foley, window display manager for 
Macy’s, chose an unpainted back fence on 
which were the words “whitewashed beige” 
lettered in white, free brush technique, as foil 
for spring fashion. The effect was unusual 
and clever, with all the subtle connotations of 
spring introduced through the word “white- 
washed” and a bucket of whitewash balanced 
on the shelf of a step ladder. Copy read: 
“Waves of white washed on Beige — what a 
beautiful new spring horizon...” The win- 
dow floor was carpeted in beige. The back 
wall was beige. 

The step ladder was painted white and 
served as a unique displayer with accessories 
in beige, white and pale green arranged along 
its steps. A beige umbrella was propped 
against the ladder, supported by a beige gloved 
hand form that stood on the bottom step. A 
beige scarf was draped with the umbrella. 
Three mannequins in the setting wore the 
featured beige with white. 

A handsome spring scene at Peck & Peck, 
where David J. Cramer is the display director, 
used a background of white bricks with white 
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—Photos courtesy Virginia Roehl Studios, New York City— 


shutters above them suggesting houses with 
open windows. The window floor was car- 
peted in grey and green grass covered the 
carpet in a curving design, as though a corner 
of a lawn with neatly trimmed edge. Inter- 
esting metal containers in modern design, 
painted in two tones of beige, held bouquets of 
spring blossoms. The flowers were of plastic 
simulating the real blooms and all were in 
yellow — forsythia, yellow tulips, and jonquils 

. grouped with real bare branches. 

The beige of the containers blended with the 
color of the dresses featured in the setting, 
since all were light beige. The mannequins 
wore beige shoes and gloves, and harmonizing 
accessories. A metal standard with a brass 
hand clip held one corner of the copy card. 
Copy read: “Our sprightly Knits — take many 
shapes.” Sweaters and accessories were 
arranged on the grass near the copy card. 

Skirts of the dresses worn by the manne- 
quins were given a wind blown effect. That 
effect is achieved through the use of double 
masking tape applied to the under side of the 
hems, the desired folds held in place by gluing 
tape to tape or tape to mannequin. 

At Franklin Simon, the display director, 
John Liles, also turned to nature for inspira- 
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Top left, by John Foley, Macy's . . . Top right, 
by Dwaine S. Meek, Russek's . . . Second row, 
left, by David J. Cramer, Peck and Peck 

Right, by John Liles, Franklin Simon ; 
Opposite page: Top left, by Anton Heller, 
B. Altman .. . Top right, by Joseph Miller, 
Milgrim's .. . Center, by Gene Moore, Tiffany's 
. . » Bottom, by Paul Vogler, Lord and Taylor— 


tion, but he used a more subtle and adaptive 


His motif was that of framed de 
signs of moths, in tones of beige, brown and 
black. The copy read “The Oriental moth’s 
beautiful colors rich, refreshing, 
variable shadings of beige that flit 
spring divinely !” 
The window wall 
floor. A darker 
sprinkled over the 


treatment. 
highly 
through 


was the 
confetti 


was beige, as 
toned beige 
floor. ‘The background 
panels for the moth designs were also in 
beige. The framework supporting the design 
panels was of narrow black strips. 

Five mannequins were posed against that 
background, all wearing beige ensembles, white 
or black shoes and 
jewelry. 

Perhaps only in New York could one find a 
Serendipity! Russeks turned to that delight- 


Was 


accessories, and gold 


ful and cotfee house for a 


different 


sophisticated 
sort of motif in 
The display director, Dwaine 
S. Meek, included a small sign in the window 
that said “Serendipitiana from Serendipity 3 

225 Kast 60, New York 22, N. Y.” 

(he window floor was covered with a grey 
tweed jersey The 
strip of green felt 
along the window ledge, undet 


property to use as 
a display series 


weave wall was a blu 


grey, and a was placed 
al stained glass 
panel from the Serendipity, that 


taurant.”’ 


read “Kes 


Other properties included stained glass win 


dows and signs from early Americana, an old 


style hanging lamp shade made of pieces of 
colored glass suspended from the ceiling by a 
metal chain, an old hoot 
shape An old placed on a 


low table 


wall clock, an old 


head form was 


directly below the hanging lamp 
and a modern hat was displayed upon it 


A glass 


with a 


head form stood on the window 


ledge white-flower-trimmed navy blue 


hat. 
the glass 


flowers were at the base of 
form ‘| WO 


Other white 
pairs of navy blu 
placed on the 


third was on the clock face 


shoes were window ledge, a 


Three mannequins posed in the setting wore 


[Please turn to page 64] 





Display Earns Respect 


By GEORGE W. BROWNE 
Display Director 
"The window and floor displays of Public Service have proved to be 
an effective, economical way to contact the many thousands of 
ANAGEMENT of Public Service 
Klectric and Gas Company, Newark, 
N. J., is convinced that our displays 
reflect the character and personality of our 


customers who pass our windows each day and visit our display 


floors .. .'' George Browne tells how service can be sold just as 


imaginatively as tangible merchandise 


—TOP ROW: George W. Browne, seated, display director; Kenneth F. Lumley, 
right, assistant in charge of studio; and T. Kendall Johnson, left, assistant in 
charge of installations, get together to discuss plans for future displays .. . After 
the plans are approved and working drawings completed, they are sent to the 
carpenter shop where Robert Barton is shown, second photo, starting construction 
... In the spray room constructed pieces receive a prime coat, are sanded and 
sprayed with several coats of lacquer by Albert Pearce and Robert Burgher, third 
photo... BOTTOM ROW: In the assembly shop Donald Hazley, left, discusses 
with John Krueger the advisability of adding glasses to school teacher cutouts 
... Much time is saved in our art department by the use of an opaque projector, 
as shown in second photo, where Kenneth Baader is painting directly on a pro- 
jected enlargement .. . William Thomson, third photo, operates a Line-O-Scribe 
press used to print cards and signs in quantity— 


company, its management and policies; that 
our display department should have sufficient 
manpower, modern equipment and an adequate 
budget to insure the production of enough 
displays, exhibits, cards, posters, charts, etc., 
to satisfy the needs of all divisions of the 
company and that the display material pro- 
duced should be of a quality consistent with 
the character of our business. 


The display staff consists of 18 employees. 
Five of these displaymen are kept busy servic- 
ing and installing displays in our 117 windows 
and on the floors of our 29 commercial offices. 
These offices have good traffic locations and 
are situated in the section of New Jersey 
which connects the New York and Philadel- 
phia metropolitan areas and contains a large 
concentration of New Jersey's population and 
industry. 


Our displays are designed to show the latest 
load-building electric and gas appliances. Our 
message is to tell how gas, the wonder fuel, 
can save time, work and money; how elec- 





3 
Meg: 


of Utility Management 


Public Service Electric and 


Gas Company, Newark, N. J. 


costs so little. To 

accomplish this we often tie-in with local and 

national promotions such as certified wiring, 

light conditioning, housepower, and live better 
electrically. 


tricity does so much 


We are in the process of discontinuing mer- 
chandising. Consequently, a new window and 
Hoor display treatment was instituted for use 
in our offices as each one discontinues the 
sale of appliances. 

During a year’s time we produce and install 
more than 3,000 displays, make over 6,000 
cards, signs and posters and participate in 25 
shows and exhibits. 

Members of the department serve on pub- 
licity and managing committees for civic and 
charitable organizations. Our department aids 
in providing decorations, displays and floats, 
and, through securing retailers’ cooperation, 
arranging for the distribution of display ma 
terial for civic fund-raising campaigns. 

The window and floor displays of Public 
Service have proved to be an effective eco- 
nomical way to contact the many thousands of 
customers who pass our windows each day 
and visit our display floors to pay their bills 
or arrange for electric and gas service. 





—TOP LEFT: A 40-foot electric and gas exhibit consisting of four ten-foot booths was 
constructed. The original display consisted of animated and public participation booths 
featuring lighting, water heating, gas range and house-power promotions. Here it is 
shown used at the Essex County Fair. The units, used together or individually, are 
flexible so that other displays can be used in place of those originally designed 

TOP RIGHT: Over 100 window displays similar to the one shown publicizing the 
American Cancer Society were installed during the year in cooperation with patriotic, 
charitable, civic and government organizations ... BOTTOM LEFT: Here is one of our 
window displays for our home office in Newark, where there is greater competition for 
shoppers’ attention. These displays, like the one shown, must therefore be more elaborate 
than the district displays. In our windows we make full use of light and color, adding 
. . BOTTOM RIGHT: Traveling displays for use in the 


windows of our non-merchandising offices are designed so that they will fit into a five- 


animation whenever feasible 


foot by three-foot by one-foot carton for easy distribution. Each unit is installed in our 
studio window and photographed. One polaroid picture goes with the display to show 
how it should be installed. Another picture is mounted on a control card and placed in 
position on a wall chart so that we can see at a glance which display is in each window 
in all 29 offices, where each has been displayed and where the next showing will be. 
Warren Baumgartner is shown installing this display. The framed screen to which several 
of the cards are attached, the riser and the ‘Electricity and Gas, etc.” sign on top the 


screen are permanent fixtures at each location— 





Chicago Windows Herald 


, | ‘THE LUSH LOOK of spring came to 
Chicago display windows just as a 
siege of icy winds and near-record 

This pertect 

appeal of the many 

promotions that used a spring 


and flowers in the windows 
shouted, “Spring is Here,” while gay design. 


snows left the timing 


mer 


city 
heightened the 
chandising 
theme Trees 
er colors in the fashions echoed it over and 
over. Quite a few stores trimmed their in 
teriors with colorful bouquets to match the 
beauty of their window displays. 
Display Director Carl James of Man- 
del’s put in a_ series of four “spring 
windows, “Fresh as the First 
Breath of the Coming Season.” Three ver- 
tical panels of sheer silk were placed behind 
the three mannequins. The panels 
were 3% feet wide, 8 feet tall rectangles 
of silk tightly stretched across these white 
frames. The silk had a pale green color 
with a darker green tree design on it. The 
center panel was also a rectangle, matching 
the others, but it contained a gothic arch 
framed in at the top. While it was open, 
a fourth panel placed about a foot behind 
it was covered in the pale green silk. It 


vernal 


greenery” 


side 


Sheer silk panels highlight Mandel's "spring greenery" series . . . 


Goldblatt's leaves no doubt that "Knits"’ are being promoted 


. . . First brides make appearance at Saks and Carson's... 


Marshall Field goes "absolutely mad" about campaign colors 


had no pattern. The center arch repre- 
sented a door through which a mannequin 
was just passing. She was standing at the 
top of a small stand in the shape of a 
sharply curving stairway. The steps had a 
marbleized pale green look that matched 
the setting perfectly. Similarly marbleized 
tables at the right and left held accessor- 
ies. The gray-green fashions were in a 
darker shade to stand out in their setting. 
The back wall lighting shown in the illus- 
tration was later removed by Mr. James to 
place greater emphasis on the silk panels 
and less on the wall. 

Jack Boghosse, display manager of Gold- 
blatt’s, used a versatile cotton knits promo- 


tion in a series of six State street windows. 
The idea of versatility was designed into the 
display by using rolls of green, red, yellow 
and blue paper that was cut wide, medium 
and narrow and hung short, medium and 
long from the ceiling. Each roll made an 
eye-catching poster. 

The word, “KNIT,” was lettered all over 
the hanging posters so that there could be 
no doubt as to the type of merchandise 
being promoted. Beige fashions were dis- 
played on three mannequins in each window. 
Accessories, also in beige, were 
on the floor in the center. 


arranged 


“All Aboard the Easter Express,’ was the 
catchy title of a Goldblatt’s children’s pro- 
motion, not illustrated, by Display Manager 
soghosse. The “Easter Express” was a 
stylized train placed in each window. It 
trailed a sheer silk plume of “smoke” 
as it rode its tracks down and across 
the center of each window. The trains, 
different in each window throughout the 
series of six, were painted gaily in shades 
of red, blue, pink, green, yellow and 
lavender. Five mannequins in each window 
displayed children’s clothes. Other mer- 
chandise was displayed attached to the 
cars of the train. 

Joe Kreis, display manager of Saks Fifth 
Avenue, used a pair of elegant bridal dis- 
plays. Entitled, “S.F.A.’s” Great Bridal 
Portrait,’ the series was an _ ingenious 
demonstration of using materials at hand 
to create a display that was simple, yet rich 
and deserving of praise. Scenic canvasses 
similar to oil paintings served as_ back- 
grounds. The window pictured portrayed 
the bride in her exquisite blush pink out- 
fit holding a bouquet of calla lilies and gaz- 
ing wistfully into the distance. Beside her 
was a stone church draped with pink roses. 
The peat moss floor made her look as if 
she were posing outdoors. 

Mr. Kreis used pink and blue lighting 
on the mannequin and yellow lighting on his 
background to help bring out the green in it. 

“We're Absolutely Mad,’ cried a zany 
sign in Marshall Field’s big corner window, 
“Mad about our campaign colors!’ Window 
Display Manager Virginia Paxson and her 
staff used the sign to keynote a display 
that was, itself, mad. Dirt was shoveled 
onto the floor, kicked around a bit and 
then trampled on as Miss Paxson’s display 
crew completed its work. Gnarled old trees 
that looked as if they had been snatched 
from the top of a mountain and rolled off 
of a cliff were impaled in the floor. For 
no apparent reason, finely finished furniture 
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Arrival of Spring 


was placed in the window on rectangular 
stands. One mannequin sat, as if in a daze, 
on top of a 3-foot cube placed on one of 
the out-of-place tables. Hat racks used 
on both sides of the corner window didn't 
hold hats at all; they held boots — big 
black ones — that were forced down over 
the tops of the hat racks. 

Wide sheets of background paper hung 
from the ceiling and partitioned the display 
just where it should not have been parti- 
tioned at all. Huge rips in the background 
paper were opened to reveal nothing more 
than an ugly seam or two in the back wall. 
A pair of ship’s pennants were flying high 
on one back wall probably signifying no 
more than the fact that whoever designed 
the display was doing likewise. 

As far as going well with each other, the 
colors used were just as maniacal as the 
display itself. Besides black and white 
there was yellow, beige, rose, purple and 
green. Box stands resting in the dirt were 
painted to match the knit campaign color 
dresses displayed on them. Somehow, each 
mannequin managed to be partially hidden 
from view. Either that, or she was placed 
so far away that she was difficult to see. 
To top it off with an anachronism, several 
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—Below: Top left, by Don Warden, Peck and 
Peck . . . Top right, by Dick Minto, Carson's 

. . Bottom left, by Jack Boghosse, Gold- 
blatt’s . . . Bottom right, by Virginia Paxson, 
Marshall Field . . . Opposite page: Top left, 
by Joe Kreis, Saks Fifth Avenue . . .Top right, 
by G. C. Bowen, Lytton's . . . Bottom left, by 
Ted Lees, Gilmore's . . . Bottom right, by Carl 

James, Mandel's— 


mannequins carried swords, as if waiting 
for some armored knight to ride up and 
fight a dual over them. 

Nothing was done according to Hoyle in 
this nutty fruitcake of a display. Never 
theless, it was one of the best that Miss 
Paxson has done. When Chicago shoppers 
took in an eyeful of this window, they could 
be nothing but convinced that Field’s was 
“absolutely mad about campaign 
and that was precisely the intent. 

To make up for the off-beat “Mad” dis- 
play, Miss Paxson used a bridal promo 
tion, not illustrated, that was done accord- 
ing to the rules. Entitled, “The Truly 
Elegant Bride,” the corner window arranged 
a bride and her four attendants on low, 
circular pedestals about 10 feet in diametet 
to indicate the typical steppingstone effect 


colors,” 


By RICHARD DAY 


ot Oriental gardens. They looked 
like floating lily pads. The bride stood on 
the highest pedestal with the others grouped 
around her on lower ones. Small pedestals 
helped to fill in the spaces. One, near the 
glass, served as the sign. Rich-looking 
wood-and-plaster folding screens stood be 
hind the mannequins giving height to the 
display. Real trees with artificial blossoms 
attached made neat landscaping. Twig 
balls hung by invisible wires from the ceil 
ing. The bride carried a small replica of 
the larger twig balls that was entwined with 
blossoms and streamers. 


much 


G. C. Bowen of Lytton’s used a series of 
five designers’ clothes promotions that were 
quite unusual in that Lytton’s rarely shows 
such luxurious merchandise in its window 
displays. Prices on the coats ran as high 
as $200. Mr. Bowen reported that the pro 
motion did surprisingly well in sales. 

One mannequin wore the coat in each 
window. She stood in tront of a tapestry 
of heavy black burlap with a white figure 
on it. The tapestry was hung from the ceil 
ing, slightly in front of the back wall. Gold 
cutouts on the back wall framed the tapes 
try, thus enlarging on its significance to the 

[Please turn to page 60] 

















Displaymen Create 


Paul Garnier and Paul Jensen turn nursery rhyme characters 
into effective salesmen for San Jose, Calif., building develop- 
ment... Castle gateway had to meet building codes . . . 13,000 
visitors first day . . . Thirty-five homes sold opening day 


AMILY LIVING! That was the key 
phrase Kenneth Camp, San Jose, Calif., 
contractor for Schulte sug- 
gested to Paul Garmier, display manager for 
Blum’s, 


Stone and 


and Bert Jensen, interior decorator 
artist, when he asked their 
presenting to the public the five 
model homes ot Stone and Schulte’s Ravens- 
tract, consisting ot 180 homes in a 
price range from $14,000 to $16,900. It was 
a challenge, since this was the first time, so 
tar as | know, that display people had been 


and free lance 


help in 


wood 


asked to cooperate in this type ot selling 

Family living! The contractor and the 
two displaymen tossed the phrase back and 
forth at their first meeting, seeking material 
most intimately connected with happy child- 
Whatever they used 
must appeal to children as well as to parents 
Who 
of us adults has ever tully out-grown them: 
Later Mr. Garnier and Mr. Jensen adjourned 
to the latter's five-year-old 
Cort Jensen, tair-haired, crew-cut duplicate 


hoods in happy homes. 


Kenneth Camp suggested tairy tales. 


home, where 


” 


¥ we BP OES 
’ - . 


4 . 
- 
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Fairy Tale Wonderland» 


ot his Dad, brought out his tairy tale books, 
delighted to be consulted on an adult pro 


ject. What were his favorite tales? Why, 


Jack and the Beanstalk, Simple Simon, and 
The Crooked Old Man in the Crooked Old 
House. 

“It's a natural,” agreed the two display 
men. “We'll turn Ravenswood into a fairy 
tale wonderland that'll have every kid in 
the San Francisco Bay area begging to come 
see. Kids bring parents Parents buy 
homes.” 

Ideas are great, but turning them into 
reality to attract crowds and sell houses 1s 
something else again. However, the display 
men had the whole-hearted cooperation 
of two small sidewalk supervisors, five-yeat 
old Cort Jensen, who saw with delight his 
picture book characters becoming  papiet 
mache realities, and seven-year-old Kenny 
Camp, Jr., son ot the contractor. No pro 
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fessional could have been more keenly in 
terested in seeing the thing done right 

The five model homes of the Ravenswood 
tract front the street with an orchard on 
the other side. There are no tences_ be 
tween the homes; just one tence around the 
perimeter, with the entrance in the center, 
facing the orchard, to tunnel the flow of foot 
trathe into the trathe pattern designed by 
the home builders. That was the key atten 
tion-attracting spot, that entrance. Mr. Giarmes 
and Mr Jensen designed for it a castle gateway, 
massive and impressive, with drawbridge 
The finish was plaster, blown on, with color 
in the plaster \ll of this had to be en 
yineered and constructed with the same cari 
piven to a dwelling to meet the strict San 
Jose building codes and restrictions. Light 
ig Was important, tor Calitornia’s summet 
weather extends into late October and even 

[lease turn to page 57] 
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Practical Display Suggestions 
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tor Every 


HAVE JUST READ the fine editorial 

in the March issue by Associate Editor 

Paul Knapp. It tells how media testers 
have found that newspaper advertising has 
lost much of its reader assurance during the 
past few years; too many poorly written 
advertisements geared to the worn out 
“CLEAN SWEEP SALE” and other mis- 
leading quotes. 

Mr. Knapp goes on to say that display, 
both relative to window and store interior 
trims, stands high in customer assurance, as 
people usually believe what they SEE . 
The editorial says that displaymen deserve 
full credit for this status and he then lists 
some excellent rules that we should all fol- 
low to maintain this status. 

The only reason [| mention all this is in 
the hope that it will encourage all display- 
men to read and study the editorial as I feel 
we can all learn something from it. 

Once again, our thoughts turn to early 
summer displays and this sketch shows a 
giant sunflower that can easily be con- 
structed out of pieces of wallboard or quar- 
ter-inch plywood for the petals. The as- 
sembled flower can be sprayed with a pastel- 
colored silk flock and the completed unit 


Store »=« 


will make a fine eye-catching prop for any 
early summer fashion window, or _ store 
interior trim. 

The color of the giant size flower should 
be carefully selected to enhance the basic 
colors in the suits or dresses in the display. 

(B) We all know that any display that 
embodies motion attracts more attention 
and this is important when we stop to con- 
sider the lineal foot cost of our display win- 
dows in actual rent. 

In this case, a roto wheel with a large 
diameter plywood disc is used to provide 
the necessary motion to make all the small 
fashion figures rotate to appear in turn, in- 
side the cut-away section, as shown. 

The small figures showing the old style 
garments will certainly attract maximum 
attention from all the ladies passing by the 
window and this is the main purpose ot 
any good display. 

Your art department can work up the 
designs in bright colors and then they can 
be pasted on the disc attached to the face of 
the roto wheel unit. One or more of these 
units will make a worth-while display prop 
that can be used to embody motion in many 
other displays. 





Retail Site Selection 
Subject of New Book 


A comprehensive new book, The Selection 
of Retail Locations, offers the first authori- 
tative study of site selection and business 
volume estimating for establishments sell- 
ing consumer goods or services. Written by 
a leading real estate economist, Richard 
L. Nelson, the 422-page book was published 
in January by F. W. Dodge Corp., New 
York City. 

The right location is of prime importance 
to any business that requires the consumer's 
presence on the premises. Will it inter- 
cept traffic? Should it be near a competi- 
tor? Should it be in a shopping center, or 
located separately? (Can the area’s retail- 
ing trend be predicted with favorable re- 
sults? These are just a few of the hundreds 
of factors to be considered, all of which 
are fully discussed by the author, who pre- 
sents a scientific approach to solving loca- 
tion problems. 

When speaking of the future of retailing, 
the author is definitely pro-shopping center. 
He states in his chapter on Patterns of the 
Future that “Downtown stores will increas- 
ingly have to be oriented toward three types 
of customers: 1. The downtown working 
people _2. The cliff dwellers (the high- 
ly urban occupants of the growing number 
of close-to-downtown apartment buildings) 
... 3. The regional shoppers ... who come 
to the city once a year or so to look at the 
variety of unique goods in the downtown 
stores.” 

This book would be a valuable addition to 
the display director’s library, if for no other 
reason than to provide him with  back- 
ground on the subject, in case his store man- 
ager would ever seek his opinion relative 
to impending store expansion, new location 
or design. 
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Stensgaard Members Receive 
Award from Drug Firm 

Recently, Mr. Bradbury Franklin of 
McKesson & Robbins, Inc., one of America’s 
largest manufacturers and distributors of 
drug products, recognized three members 
of W. L. Stensgaard and Associates, Inc., 
Chicago display firm, for their participation 
in the Drug Store Modernization Conter 
ences, held in San Francisco, Omaha and 
Charlotte. The three Stensgaard associates 
receiving this Award of Merit are Charles 
W. Morton, Jr., Edward A. Lee and How- 
ard Kelley. This citation and award was 
for their contributions to and successtul 
participation in the Annual Drug Store 
Modernization Conferences 
the drug firm. 

The Stensgaard organization, working 
with McKesson & Roberts, had developed a 
specific part of the program to illustrate 
and demonstrate how the drug stores of 
America could easily modernize tor more 
effective merchandising and improved ap- 
pearance by which they would be more et 
ficient and attractive. 


sponsored by 


Mystery Faucet Ideal 
For Wash 'N Wear Displays 

The Mystery Faucet, a fascinating win 
dow and store display attention-getter, has 
numerous adaptations tor displaymen 1 
promotion of spring rainwear and wash ‘n 
wear clothing promotions, especially during 
the rainy months of April and May. A small 
electric pump, hidden in the base of the pail, 
recirculates water around a_ transparent 
plastic tube, providing the illusion of a con 
tinuous flowing stream of water without a 
visible source. Mystery Faucet is manutac 
tured by Canal Electric Motor, Ine., 310 
Canal street, New York City 13 
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A terrific new catalog 





describing the com- 
plete line of VUE- 
MORE display turn- 
tables and BREVEL 
animation motors. 

Write for your copy 


today. 
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—This Pan American World Airways display capitalizes on the woman's influence in making purchases, 


whether shopping for the family dinner or the family vacation. 


The display utilizes inexpensive fibre 


cans, on which are mounted the airline's regular travel folders— 





Women Do the Shopping 


for Family Vacations 


By HARRISON YOUNG 
Marketing Director, Better Packaging Advisory Council, New York City 


lt may be the man who pays, but it's the woman who says where the 


family is going and how they will get there . . . Success of initial 


display prompts distribution of 1500 of them to other PANAM agents 


HIS YEAR 


over halt a 


will spend well 
dollars {or 


[his huge expenditure 


\mericans 
billion 


roreimen Countries 


travel to 


for transportation only the amount paid 


to carriers for fares. With competition among 


Carricrs vreatet than cvel betore, how Call all 


urine of 


mare ot the 


steamship COMpany yet a larger 


travel market 


still the 
most powertul and widely used approaches to 
both of 


them 


Advertising and publicity are two 


customers But these media 


look rn) 


Viti 


have a new when it comes to 


travel promotion Woe are WOW the obrect 
of then appeal! 
Mer have 


travelers and 


considered the 
that 1s 
past. Last vear, more than 


traditionally been 


vreat adventurers But 


now a thime of thre 


halt ot those traveling abroad 


were women! 
It is no longer a case of promoting exotic 
places with dancing girls and glamorization 
of the meht lite Instead, it is a reverse 


technique, which presents foreign travel as a 


good buy” tor the wise shopper 


Since women are responsible for determining 


32 





destination of the 
families, she is 
Women no longer 


travel and the 


majority of 


thre typ. of 
American 
sold 

are tied to their kitchens and their children: 
they yearn for the romance and adventure that 
And 
family 

vacation plans are determined by 


Vast 


the one who must be 


always appealed to the men. according 


to conservative studies, travel and 


women in 


over 7) per cent of American homes. 

Woman's vacation plans is 
typical of her tremendous buying power. Pur 
chases tor her home are almost completely a 
matter of het of fact, 
one survey of 11,000 retailers, revealed 
that determine the purchase of 
than 97 per cent of all groceries 


influence on 


decision. As a matte 
Ove! 
women more 

Women are smart shoppers, and feel at ease 
i the supermarket behind a shopping cart. 
By using this familiarity and identity, Pan- 
American World Airways has designed a dis 
play which capitalizes on a woman’s role in 
shopping and in traveling. 

Their Fifth Avenue office in New York City 
was the scene for an ingemious window display 


which showed a woman with a shopping cart 
in front of a number of shelves carrying fibre 
cans labeled with different countries of the 
world (see photo). The woman was a man- 
nequin with a PANAM shoulder bag pushing 
an actual supermarket shopping cart. The 
shelves were a unit resembling actual market 
shelves, and containing an assortment of fibre 
cans to which travel folders had been attached. 

Playing on the theme that a woman shops for 
a vacation much like the many household items 
she purchases, Pan American was able to 
establish not only an identity, but a sense of 
normal activity. In reaching a 
woman, in appealing to her usual role as the 
major purchaser in America’s economy, Pan 
American made a strong pitch to garner its 
share of the travel market. 


everyday 


This display started as an exhibit for a Pan 


American sales convention. The idea origi- 
nated in the sales promotion office, under 
Manager H. J. Laird. The actual design and 


construction was done by Warren Displays, 
New York City. 

nce the concept was established, the con- 
struction idea was to keep it simple, and low 
In cost. 
natural. 
can be 


The idea of using fibre cans was a 
These cans come in stock sizes, or 
custom small quantities at 
They are durable and sturdy, 
display that 
travel, this is an important consideration. 


made im 
very low prices. 
yet lightweight. For a must 

Fibre cans and tubes are common materials 
in window and exhibition display work, and 
are becoming more popular in point-of-pur- 
chase displays. Fibre cans were chosen that 
were the size of Pan American’s travel folders, 
so that these could be used as labels, eliminat- 
printing job, and 
an identity tor the travel 


ing the cost of a special 
further establishing 
folders. 

rubber- 
cemented to the fibre cans for the sales con- 


The travel folders were originally 


When the display was used for Pan 
Fifth Avenue labels 

re-inforced by using clear tape over them. 
Warren, of Warren 
reports that the display was built at a minimum 
of cost, despite its impact and 
variety of components. Commenting on ex- 
hibit and Mr. Warren 
notes that by using fibre tubes and fibre cans, 
little 


vention. 


\merican s othce were 


Gordon H. Displays, 


high sales 


display construction, 


an effect is achieved at expense com- 
pared to normal materials. 

The unit is constructed of lghtweight, but 
sturdy, wood, and therefore is convenient for 
shipping. The display is being used at con- 
ventions and meetings throughout the country. 
According to Mr. Laird, the display has at- 
tracted a great deal of attention. Because of 
the success of the original display, 1500 die- 
cut displays based on this idea have been sent 
out to local offices and travel agents through- 
out the country. 

By presenting the idea of “buying travel’ 
in a familiar surrounding for the purchaser — 
Pan American has built a success- 
ful promotion theme. 


a woman 
No longer is the pitch 
“to take the wife along.” It is now the family 
travel plan, and the object of the appeal is to 
America’s powerful shopper, the woman! 

Harrison Young is a nationally recognized 
During the past 25 
years, he has served as a consultant to a great 


authority on marketing. 
variety of industries and individual companies. 


His articles have been published widely by 
national trade and consumer magazines. 
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in June... 


...and then for 80 days, 
this Fall, smart windows, 
superior interiors and 
exteriors ... and soaring 
sales... 











‘Seated ot his drawing board is 
Victor Declet, New York City, who 
begins a series of men's wear dis- 
plays and intricacies of rigging and 
forming men's wear in this issue and 
every other issue thereafter .. . He 
invites questions concerning men's 
wear problems and will answer them 
in either English or Spanish .. . Send 
them in care of DISPLAY WORLD— 








always welcome, the more 


Cincinnati |}. 





Photographs for this page are 


formal the better. Address them 
to Editor, DISPLAY WORLD, 














—J. P. Hans, left, is shown receiving his 
Gold Medal for first prize in the jewelry 
category of the 1958 International Dis- 
play Contest sponsored by DISPLAY 
WORLD ... Mr. J. Kinsbergen, manag- 
ing director of the Amsterdam, Holland, 
office of A. Kinsbergen, Brussels, Bel- 
gium, makes the presentation as Mr. 
Hans’ wife looks on— 








—John Flotten, left, congratulates Mel 
Keith, the, newly elected president of 
the Southern California Display Associa- 
tion . . . Mr. Flotten, formerly the dis- 
play director of Phelps-Terkel, the posi- 
tion Mr. Keith now holds, was the chief 
organizer and first president of the 
Association, which was formed in 1935— 


—Robert Crow is the new display di- 
rector of Strouss Hirshbergs, New Castle, 
Po. . . . He studied under Mr. Earl 
Pratt, accomplished director of the firm's 
Youngstown, Ohio, store— 














—Looking over the blueprints of a 
newly created ‘'Maternally Yours 
Shop" at Madison's, Inc., Columbus, 
Ohio, are, from left to right: James 
C. Jacobs, vice-president; Roy 
Romer, display manager; and David 
Madison, vice-president— 





WHO WANT TO... 


FOR PROGRESSIVE MERCHANTS 
» 182” 


Increase Sales up 
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* WALLS 
* FLOOR UNITS 
( merchandising system )_ x counters 








Merchants the country over are proving that 
Vizusell moves more merchandise from less 
space, and in less time than any system ever 
devised! (In 567 recent Vizusell installa- 
tions, sales increased an average of 182%.) 
Don’t overlook this potential! Clip coupon 
below and send for complete information. 


L.A. DARLING COMPANY 


300 N. Matteson St.— Bronson, Michigan 


Cc © Mi SS A N Vv Please Send Complete Vizusell Information 





@e2eee0808 
COOOOOSSSSOSHOSHSHSHSHSHSHSOSHSHSHHSHSSHSHSHSHSHSHSSHOHOHOSHSHSHSHSHHHSHHSHSHSHHSHSSHSHHHSHHHSHHHHHHHHHHHHHHHOHHEOS 
COROT OOOOHSHOSHHSSOHSHEHEHHSHOSHOSOSHSHOHHESHHHSHSHSSHSHSHSHSHSHHSHSHHHHHHHHHHHOHHHHHOHHOHOS SHES EEES 


Name _——- si certtenettatintiniaiabi natin 
Main Ottice — Bronson, Michigan | C 
ompany 
NEW YORK CHICAGO LOS ANGELES Address 
reratenes awa mwiacems, tems terast | P 
Cameron-Mcindoo, Ltd., 91 Scarsdale Rd., Don Milis, Ontario | City _ state 
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...Here 
and There 


DISPLAY 


reehian 


\RYL W. DANAHAY, who created this top display tor Hicks 
\tkinson Ltd., Melbourne, Australia, raised the window-floor 


20 inches and dropped down a baffle trom the top, leaving 


| 


only a 40-inch opchning hye ight at eve level Sunflowers were velvet 


padded centers in a deeper tone of the off-white of the background 
Petal ere white paper and the stems were wrapped in the same 
material a tiv floor, which matched thre background 

lians Fuchs, display director, George Volk, Wurzburg, Ger 
rabbits in the above 
lhe lady rabbit's skirt is made from the 


In his hand he 


responsible tor the two demure 
table linens 
presents her two long-stemmed roses, 





dramatizing the sign which reads, “A little gift to preserve triend 
ship.” 

Pictured above is one of the six Wunda Weve windows which 
won for Woodward & Lothrop’s Chevy Chase, Md., branch store 
top honors in a contest conducted among 1,500 retailers by the 
carpet firm. Hans Berger, display supervisor, featured Mother 
(;oose figures, carefully reproduced in carpet. In the display 
shown, a royal figure, dancing on a rug, proudly exclaims, “Old 
King Cole is a merry old soul, and a merry old soul is he. He 
wanted color, and size, and price, and Wunda Weve gave him all 
three.” The open books containing the rhymes were of papier 
mache. The contest carried a $250 top prize. 

\t the bottom is the enormous front window of Cain-Sloan Co., 
Nashville, Tenn., all decorated for spring. Notice that the bud- 
ding tree emerges right through the glass as if no barrier exists 
between the passerby and the fashions displayed. Wayne Foster 
is display director. 











New Display Firm 
Opens in Dallas 

Original Display Creations, Inc., 9617 
Windy Hill road, Dallas 18, has recently 
been formed, and will specialize in exclusive 
lines of unusual foliages, set pieces, import 
novelties, vacuum-formed plastics and gen- 
eral display materials. Bert Lerner, sales 
manager of the company, announced that 
the new firm is currently expanding its sales 
staff to provide national coverage and wel- 
comes inquiries from interested sales repre- 
sentatives for exclusive territories. 




















sere eee ee > *e 


"Vee See eee SS VT ererrTT* 


The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
Showboat Alphabet Issued signed to give maximum use of horizontal 
By Mitten's Letters space without cluttering the floor. 


An attractive brochure contains informa- 
tion converning the new showboat alphabet 
designed by famed letterer Meyer Davison 
for Mitten’s Letters, 39 West 60th street, 
New York City. The three dimensional 
letters can be glued or pinned to back- 
grounds or stand alone. Write to the firm 
for a copy of the brochure. 


COMING UPI! 

National Hobby Month April 1-30 
Let’s All Play Ball Week April 4-10 
National Noise Abatement Week April 5-11 
National Boys’ Club Week April 6-12 
Pan American Week April 12-18 
National Library Week April 12-18 
National Sunday School Week — April 13-19 
American Comedy Week April 13-20 
Good Human Relations Week April 19-25 
National Retail Credit Week April 19-25 
Bike Safety Week April 20-25 
National Baby Week April 25-May 2 
Natonal Slacks Week April 26-May 3 
Pal Month May 1-31 
National Hearing Month May 1-31 
National Foot Health Month May 1-31 
May Time is Picture Time May 1-31 
American Bicycle Month May 1-31 
Goodwill Week May 3-9 
National Home Demonstration 

cate the Siaian Wai ‘ann wae | ERIE = The Bliss STO-WAY Grill has been de- 
*Mother’s Day May 10 | tT signed to give maximum variety and 
National Girls Club Week May 10-16 | | | speed of trimming in the minimum space. 
National Tax Freedom Holiday May 11 
National Hospital Week May 11-15 
*Armed Forces Day May 16 
National Cotton Week May 17-23 
National Maritime Day May 22 
*Memorial Day May 30 
National Circus Week June 1-7 
Playday USA June 1-30 
National Recreation Month June 1-30 
Old Maids’ Day June 4 


Race Amity Day June 8 Practically every branch store built within the last five 


= Sg A ; oe “ years has been equipped with the Bliss SEELINGRILL. 


National Humor Week June 21-27 
National Safe Boating Week June 27-July 5 Please write for complete information. 
(DISPLAY WORLD will be glad to 
furnish the name and address of any of the 
sponsors of the above-mentioned events. 
- of them make available free posters B L | S S D | S - L A Y C O R Pp O R A T | O N 
or other display material, as well as ideas 
for displays tying in with the occasion. 37-21 32nd STREET @e LONG ISLAND CITY 1, NEW YORK 
Simply address your request to the Editor, 
DISPLAY WORLD, Cincinnati 1. EXeter 2-3890 
*These observances of a national nature do 
not have specific sponsoring organizations 
supplying promotional materials; however, 
local groups can usually be contacted. 
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“Top Drawer rasHions 
FOR THE YOUNG SET 


deserve the finest mannequins 





you can buy... 
NEW STUDIO beau monde | 
CHILDREN! 











New Studio Beau Monde 
children mannequins are 
being offered to display 
men who recognize and 


appreciate the finest! 


eyeeeThey’re “Top Drawer” 


These Studio Beau Monde children mannequins... 
finest you can buy...are “alive” and glowing, with 
natural glass eyes; special Studio Brush body finish; 
girls with winsome new hair styles and natural eye- 
lashes; boys with captivating Permalife hair in real 
boy styles...to mention a few “top drawer” secrets! 


All these and more, plus the Korrect-Way reputation 
for quality and workmanship! See for yourself... 
write today for photographs and catalog. 


beau monde 


division of 


remerican "Fixture Tue. 


2300 LOCUST STREET «+ SAINT LOUIS, MISSOURI 


DEPT. DW4-59 * AMERICAN FIXTURE INC. 
[ ] Send photographs of the new Studio Beau Monde Children Mannequins 


[ | Send Children’s Catalog showing 57 naturally posed children mannequins... toddlers to teens 
FIRM NAME 
ATTENTION OF TITLE 


ADORESS | _ZONE STATE 


Astro Murals Brochure 
Available to Displaymen 

Astro Murals, dramatic enlargements of 
famous celestial phenomena, are now avyail- 
able in a wide variety of sizes and subject 
matter for window and store displays. Ten 
subjects, including the Great Nebula in 
Orion, Spiral Nebula in Andromeda, tull 
moon and several sectors of the moon, 
Saturn and a solar prominence, make up the 
series. Sizes range from 2 feet by 3 feet 
to 7 feet by 9 feet, mounted or unmounted 
or printed on cloth if desired. A descrip- 
tive brochure may be secured by writing 
Astro Murals, 231 W. 58 street, New 
York City 19. 


_Color-Wood Blend 


Feature of Booklet 

Though wood’s surtaces have been tinted 
with stains such as pastels and traditionals 
for years, a new approach, the use of 
brighter, rich colors in combination with 
wood’s naturally warm grains arid knots, 
is explained in the Western Pine‘ Associa- 
tion’s new 8&-page booklet, “Nature Makes 
News.” 

The booklet explains basic steps needed 
to achieve color finishes on wood, It is de- 
signed to make an excellent counter piece 
for stores. A copy may be obtained by 
writing the Western Pine association, 510 
Yeon building, Portland 4, Ore. 


Klevickis Joins 
Callan Company 


Joe Callan, president of the J. M. Callan 
(Company, Chicago creative merchandising 
agency, has announced the appointment ot 
Dick Klevickis as creative director. Mr. 
Klevickis 1s a former Kling Studios ac 
count executive. Mr. Callan is also a tormer 
Kling man, having been vice-president. ot 
its Merchandising Division tor 12. years 
previous to his leaving there last year. The 
J. M. Callan Company specializes in creative 
merchandising = services. Integrated pro- 
grams of sales training, promotion, market- 
ing, and point-of-sale are created and pro- 
duced by the company. 


Dazian Raises Frank 
To Vice-President 

Harvey Frank, manager of the display 
department, has been appointed — vice 
president in charge of display for Dazian’s, 
Inc.. New York City. The department 
is being expanded to operate from all 
Dazian’s branch offices, and will provide an 
extensive line of display fabrics and ac 
cessories for window and interior display. 
Mr. Frank has been active in the display 
held for many years and has been instru- 
mental in developing many innovations for 
use in the field. 


Helft Now Representing 
United and Lombardo 

Joseph Helft, formerly with Met-Wood 
Floral Mirs., Inc., Trenton, N. J., and well- 
known in the display industry, announces 
his association with the United Artificial 
Fruit Co., New York City, and Lombardo 


_& Co., Brooklyn, as national sales repre- 


sentative. He will be glad to meet his many 


| display friends whom he has served in the 


past. 


DISPLAY WORLD 





Carmine Manicone 
Killed in Crash 


Carmine Manicone, in charge of the New 
York Office of W. L. Stensgaard and Asso- 
ciates, Rockefeller Center, and with the or- 
ganization for more than ten years, was 
one of the more than 60 persons killed when 
the American Airlines’ Jet-Prop Electra 
plane crashed into the East river recently. 
He had been working with Stensgaard 
designers at the home office in Chicago, in 


— Carmine Manicone — 


the preparation of special campaigns being 
developed for their clients, and was return 
ing to New York with the sketches and 
plans. 

Mr. Manicone was 32 years old, 
and the tather of three small children. He 
had studied at the Manhattan Technical 
Institute, and was in the service of the 
Army Air Corp betore joining the Stens- 
gaard organization in 1948. 

A most able 
son, he will be 
knew him. 


married 


associate and a grand per 


missed by all those who 


Defauw Joins Staff 
Of Three Dimensions 


John Detauw, chief design consultant for 
the Chicagoland Fair of 1957 and member 
of the Mayor's Exhibit and Design Commit- 
tee for this year’s Pan 
has joined the staff of 
chief designer, 
meltarh, 


(,ames, 
Dimensions as 


Him- 


American 
Three 
according to Samuel 
president. 

Mr. Defauw formerly was a partner in the 
(Chicago architectural firm of Ray 

John Detfauw, 
with 


Stuerner 
and recently was associated 
General [exhibits and Displays, Ine. 


National 


Brussels, and was 


graduated from the 
Architecture. 
licensed to practise architecture in Belgium. 
He came to Chicago in 1945 and is the son 
Detauw, 


He was 
School ot 


ot Desire former conductor. of 
the Chicago Symphony Orchestra. 
Mr. Defauw is a member of the Exhibit 
With his wite and 
lives at the 
Township, Ind 


Designers) Council 


hour children hie Indiana Dunes, 


Portage 


APRIL, tFS9 


Grover Retires from Hudson's, 
Assistant Moves Up 


Walter H. Grover, basement store dis 
play and sign manager for The J. L. Hudson 
Company of Detroit, retired March 1. Wel- 
son J. Hicks, Grover’s assistant, assumed 
the vacated post. 

Mr. Grover, 65, joined Hudson's in 1926 
as a sign writer in the basement store sign 
department. In 1928 he assumed the respon 
sibility of managing the sign shop and later 
that year began to develop a basement store 
display department. 

Prior to 
with the 


been 
department of the 


Hudson's he had 
advertising 
Studebaker automobile 
private business 
display company. 

Mr. Hicks, 45, joined 
as a trimmer apprentice and 
worked in the display department until 1943 
when he left to 
Pontiac 


joining 


company and in 


with his own sign and 


Hudson's in) 1929 
window 


assume a post with the 
Division of General Motors. He 
returned to Hudson's in 1947 after two years 
with the Bureau of Art and Reproduction, 
color hithographers, to assume the post of 
assistant to Mr. Grover. 

Over the past 30 years, 
direction of Mr. 
display 


largely under the 
(;rover, the 
department has 


basement store 
heen expanded 
from its original three members to 24. Dis 
play operation tor Hudson's four 
including the new 
branch, 1s 
dising and 


basement 
Lincoln Park 
centralized as is its 
advertising 


stores, 
merchan 
with the 
inanager 


activities, 


basement store display and_= sign 
responsible for overall display operation 

Mr. Grover, who lives at 25048 
Detroit, plans to devote 


retirement to painting, 


(;raham 
road, much otf his 
working in oil and 
water colors, and to carne for his acre of 
garden and orchard, overlooking Western 
Golf Club in Northwest Detroit 


Calligraphy Book Reprinted 
After 200 Years 


Displaymen interested in broadening their 
knowledge of the ancient art of calligraphy 
or ornamental writing should secure a copy 
of Calligraphy, published by Dover Publi 
cations, Inc., New York City. This 200 
hook 1S by Johann 
Schwandner, Austrian 

Since the illustrations, including more 
than 300 initials and a wealth of panels and 
flourishes, can be reproduced 
prior permission of the 
possibility that a 
incorporate these elaborate designs 


vear-old (seorg 


eminent calligraphet 


without the 
publisher, there 1s a 
series of windows could 
as hac k 
grounds tor attractive and unusual displays 
These letters would also add distinction to 
certain types of showcards. The 
apply to the 
in the volume. 


same would 


decorative borders contained 


Gordon Dey Promoted 
To Sales Promotion Head 


(;ordon Dey, 
rector ot The 


who has been display dh 
Muller Co... Ltd... Lake 
Charles, La., for the past two years, ha 
been promoted to the position ot sales 
March Hi 
was formerly associated with Starks, Can 
ton, Ohio, tor ten years Bo Hughes 


replaced VN Le \ 


promotion manager, effective 


of Beaumont. Texas 


as display managet 





“ddvontune 


IN A NEW WORLD 
of fashion! 


Admit it... or hide it 
true that in the soul of every good 


it's still 


displayman there breathes a spirit 
of adventure and imagination 

strong kinship with such adventure- 
some leaders as Columbus, Marco 


Polo, Ponce de Leon.... 
How about YOU? Are you dissat- 
isfied with 


ordinary mannequins? Is your imag- 


routine displays and 


inative adventuresome soul tugging 
at you for something NEW, 
thing DARING? 


some- 


Then, sir, NOW is the time for you 
to embark on AN ADVENTURE IN A 
NEW WORLD OF FASHION! There's 
an easy way...buy a group of new- 
ly sculptured ultra high fashion 
ASTRAL mannequins... 
a dazzling, adventuresome NEW 
WORLD OF FASHION right into your 
own store windows! 


and bring 


These new mannequins are imagina- 
tive, wonderfully exciting... simply 
out of this world in wig styling, facial 
decor, silhouette everything to 
give a new, just-right fashion touch to 


all your merchandise! 

Be adventurous! Be a discoverer! 
No other mannequins can match 
the thrilling challenge of the new 
ASTRALS (or help you more) as you 
embark on YOUR OWN EXCITING 
ADVENTURE in a NEW WORLD 
OF FASHION! 


‘ed. 


— 
“above the world in refinement" 
STUDIO BEAU MONDE DIVISION 


remeriicanu “Fixture Tuc. 


2300 LOCUST STREET-+-ST. LOUIS 3,MO 





DEPT. DW4-59 
2300 LOCUST ST., ST. LOUIS 3, MO 

Please send me the Astral 1 
FIRM NAMI 


f | DRI SS 

















NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 








: — AGO MARKET WEEK: Chica- 
go, that wonderful town, is the site of 
the most important week of the year 

concerned with display. The 

week is Display Market Week and the 2st 
of June is its opening day. It is the day 
when this most prominent of all display ex- 
hibits returns to Chicago to show you more 


for everyone 


than has ever been assembled before at any 
display event in our history. 

The entire dynamic and beautiful world 
yours to behold: anima- 
ingenious, the newest in 
(Christmas backgrounds and 
props, fixtures and mannequins for all year 
round, sign printing equipment for attrac- 
tive display cards, the creations of crafts 
men in plastic, wood and iron all slanted 
to the important fall and Christmas seasons. 


of display will be 


t10n at its most 


decoratives, 


Eye appeal and sales appeal will be the key 
notes 

On hand 
manutacturers to 
windows the 


will be the 
show 


major 
that 
town 


industry s 
products 
best in 


you 
will make your 
and wall help your store top previous sales 
records. [Exhibitors now booking to show 
span every phase, every area of the display 
field. Name an industry leader and you 
will find him in Chicago in June at the 
Hilton displaying his wares 

By early March 70 NADI members 
hooked for space for Market Week. Expec- 
that we will be well over the 

showtime. Added attractions 
many firms that jomed the NADI 
over the last year and will be showing their 
hest in Chicago for the first time at a Mar- 
ket Week event 

So, whether you just 80 
around the world of display in June, or run 
visit into hours, it will be time well 
spent. It will mean 80 days of smart win- 
dows, superior interiors and exteriors and 
soaring this fall and for Christmas. 
This is the must event of the year for all 
displaymen and for retail management. Plan 
to attend Remember the dates: June 
21 to 25. The place: Conrad Hilton hotel. 
There will be more than ever before for 
you to see in Chicago this year. 

One word about the Hilton hotel. It is 
truly America’s grand hotel. It’s the larg- 
est in the world and one of the friendliest. 
Called the “Convention Center of the 
World,” the Conrad Hilton has the largest 
amount of exhibition space on one level of 
any hotel. And we are using that level. 
And the exhibition hall has 32,000 


had 


tations are 
100 mark by 
will be 


spend minutes 


you! 


sales 


HOW 


main 


40 


square feet of floor space plus 12,000 more 
in the adjacent north exhibit hall. One last 
statistic: The Hilton has 3,000 rooms and 
ranks as the world’s largest for that rea- 
son. They tell me that the St. George 
in Brooklyn, with four less rooms, ranks as 
number two, NADI members, staffs, friends, 
guests and show visitors will use 1,000 of 
the 3,000 rooms during Market Week. Be 
sure to get your reservations in early. 


— NADI — 

CHICAGO INTERNATIONAL TRADE 
FAIR: Slated for early July, as a follow- 
up to the official opening of the St. Law- 
rence Seaway, will be the International 
Trade Fair in Chicago. The Seaway is 
due to open the 26th of June. Our Market 
Week comes just ahead of these events and, 
for those who may be coupling the trip to 
Chicago to an ensuing vacation, a layover 
of a few days to see the International Trade 
Fair may be worthwhile. 

The Fair is set for the Navy Pier and 
will occupy a half mile area of exhibit space. 
As we have it, 500 companies and 42 gov- 
ernment pavilions have been booked. A 
buyer attendance of 150,000 is expected, 
with a general attendance of 750,000 pre- 
dicted. To the exhibiting companies and 
governments, we will extend an invitation 
to visit our show. 


— NADI — 

NEWS ITEMS: Noted recently in the 
“Reporter of Direct Mail Advertising” was 
an item concerning the popularity of Treas- 
ure Chest Lucky Key Promotions in retail 
stores. The Lucky Key was a popular fea- 
ture at our NADI shows last year. We 
have something new in the works this time. 

One group of stores in New Jersey used 
the promotion with great success during 
1958. A locked chest with a prize in it 
was shown in the stores. Keys were then 
mailed to prospects with an invitation to 
come in to try opening the chest for the 
prize. Some retailers in the group reported 
that up to 50 per cent of the keys mailed 
were brought back to the stores for a try 
at the prizes. The Republic Company, 
which supplies the Treasure Chests and 
keys, has available a complete guide on how 
to run the promotions. You can request a 
copy by writing to them at 15 W. Van 
Buren street, Chicago 5. 

The promotion has many window tie-ins 
and it is pointed out again in response to 
several requests for informaticn on it re- 


ceived during and after our last Market 
Week. 

From time to time, new products are 
brought to our attention so that word can 
be relayed to the trade. In the mail this 
month was a letter and folder telling about 
a movable hand for display available from 
Europe. The hand turns in its wrist at six 
RPM. The fingers are movable to permit 
adjustment to objects to be held. It’s 14 
inches high, made of plastic and comes in 
black. It is available for import from 
Wurtemberg in West Germany. Write to 
the NADI for further information. 

— NADI — 

NOTABLE: It’s always a welcome discov- 
ery when you come across facts and figures 
supporting display’s role as a merchandis- 
ing force. The source of statistics is 
“SPOT” magazine, February, 1959, issue. 
The article, an excellent one, is “Animation 
in Display — A Report on the Latest Tech- 
niques in Motion Displays.” This is the 
part of special interest from the statistics 
standpoint. 

“One of the first pilot studies made in 
this field (motion displays) has been made 
available by Stewart, Dougall and Asso- 
ciates, Inc., a management consultant firm 
which has pioneered a new technique for 
conducting research at the point-of-sale — 
observation research. As part of an experi- 
mental program, Stewart, Dougall con- 
ducted a pilot study on the impact of a mo- 
tion display for one of their clients, The 
London Character Shoe Company. This 
company, a major men’s shop retail chain 
in New York City had installed motion dis- 
plays in a few of their windows. Competing 
stores, in general, were using static, tradi- 
tional displays. Research was undertaken 
to determine if the motion display actually 
attracted more attention than the static 
displays. 

As a result of this pilot study, some defin- 
ite indications of the impact of a motion dis- 
play emerge. To conduct the test Stewart, 
Dougall selected two stores for observation 
— one which had the motion display and 
another which was using a static display. 
Trained observers were posted outside the 
store in teams to observe and record the 
behavior of traffic past the store. Only 
adult men were considered potential cus- 
tomers. 

In total, 3,110 men passed the store dur- 
ing the observation periods. Of this total, 
about 8 per cent stopped and looked at the 
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Window A — the window with the motion 
unit. About 4 per cent stopped at Window B. 

As a control, a nearby competitive store 
was selected whose windows both had static 
displays. Of the 1,251 men observed passing 
this store, an equal number — 4 per cent 
— stopped at each window. 

Thus the pilot study in this case would 
seem to indicate that a motion display 
attracts 100 per cent more viewers than a 
static display. The implications here can 
only be interpreted in a broad sense and 
Stewart, Dougall indicates that to resolve 
this question with finality it would want to 
conduct further “observations to cover the 
proportion of those stopping at the window 
who also enter the store and the propor- 
tion who ultimately buy.” 

Also outstanding was the “SPOT” arti- 
cle “Road Blocks at the Retail Level 
How to Meet Your Competition at the 
Point of Sale” by A. M. Crossley of Cross 
ley, S-D Surveys, Inc. On the visual in 
selling, Mr. Crossley states “Speaking some- 
times louder than the direct promotion 1s 
the display of the product itself. In the 
combination of direct promotion and open 
product display the persuasion tonnage to- 
day in visual form is probably greater than 
ever existed in oral form.” 

— NADI — 
NOTEBOOK: In a recent speech, “Ad 
vertising and the Retailer,’ W. W. Mulvey, 
executive vice-president of Cunningham & 
Walsh Inc., listed five characteristics of 
the smart retailer, which are actually keys 
to retailing success . . . “more. scientific 
marketing, more creative merchandising, 
showmanship, persuasive use of words, a 
better knowledge of people and how to ap 
peal to them.” 

On point five, appealing to people, put 
W. Lloyd Warner's “Social Class in Ameri- 
ca” on your reading list. It is a classic 
in understanding the sociological approach 
to the customer. 

— NADI — 

NOTICES : Krom England, a situation 
wanted letter. Available for employment 
is a display model maker skilled in metals, 
plastics and wood tabrication. He wants to 
emigrate to the United States. Age: 35 

From California, for employment any 
where, we have a letter from a displayman 
experienced in chain department store work 
\ge: 30. 

Please send us a note if you know of 
any job opportunities 

This is really show month in New York 
\ flock of NADI members will be in town 
during March tor the Variety and Chain 
Store Equipment Exhibits and for the Toy 
Show. Some will be exhibiting. Also put 
on your list the POPAI Exhibit at the 
Palmer House, Chicago, March 24, 25, 26 
Some NADI members will be showing their 
wares at that event 


Myers Resigns Post 
At Kline's, Cincinnati 

Concluding about 30 years as manager of 
the display department of Kline’s-Franklin 
Simon, Cincinnati, is Barney Myers, who 
resigned. The position has been filled by 
Jim Helbling, formerly of Pogue's, also of 
Cincinnati. The change took place in Feb 
ruary. Mr. Myers has not announced his 
plans. 
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5th Ave. Stores USE SEAMLESS storrinc iveas 


ORDER the BEST 


Insist on 


SEAMLESS 


Available in the following 


@ 107 in. width x 12 yds. @ Ribbon Widths 2-4-6-8 in. 
@ 107 in, width x 50 yds. @ Sheets 26 in. x 40 in. 
@ Scatter for your floor 


y 4 - of . 
i . s 
Aix é 14 ED Ce 2 uke 
Bm, EOE AE OE Ny MOK EP gS 


Dont Be Switched . _. INSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


Write for Free Color Card ... Jobber Inquiries Invited 


BULKLEY DUNTON & CO., INC. 


Bulkton Display Division 
CORRY 2-8257 ) CORRY, PENNSYLVANIA 
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Your New York BUYING GUIDE 


FLOWERS IN DISPLAY Allied Display Materials, Inc. A. Lutz 
| 241 W. 23d St. OR 5-6350 3 West 18th St. CH 2-6264 

| | NOVELTIES, ARTIFICIAL FLOWERS & REED AND RATTAN DISPLAYS 
settings; each table is designed and ex DISPLAY MATERIALS 
ecuted by one of the displaymen Mi Rosen | For Windows ead intesias Shere Display 
acts as consultant and supplier tor each | 
one, though he acts quite independently with | American Fashion Museum Maharam Fabric Corp. 

ch individual displayman so that not 16 West 77th Street TR 3-9103 130 West 46th St. JU 2-3500 

ne knows what his fellow displaymen are CHARLES LEDERMAN, HISTORIAN 


rer in advance Ixamples of the result Can furnish, on rental basis, authentic period outfits to DISPLAY FABRICS & ACCESSORIES 


‘spe Bs aggpice a Cenaeg at a gs at highlight your anniversary, special events, spring, or vm Chicago 115 S. Wabash 
iw tap : 5 om “* promotion Ask for information. ecommende y L 
aon cy playman used flows rs undet glass N.R. D. GLA. = oe ie 7 se st 


bell jars Another had the flowers under . . ' 

neath a glass-topped table Arts & Flowers Displays, Inc. Metropolitan Mechanical Display Co. 
For a “Hello, Spring” promotion at Lord 43 West 5éth St. Cl 7-7610-11-12 We Buy, Exchange, Rent or Sell New and 

& ‘Taylor. Mr. Rosen furnished birch trees, Used Mechanical Displays & Menncauins. 


azaleas, curly ivy, ferns, etc. for the win- | Manufacturers and Importers MECHANICAL BOOKS 
dow White azaleas were fastened outside REED. NOVELTIES and FOLIAGE 50 West 22nd St. OR 5-1280 


thie windows and store tront 


Franklin Simon has been using three tiers | Austen Display, Inc. Mileo Mannequins 
of half circular planters fastened against the | 133 West 19th St. WA 4-626! 7 West 36th St. WI 7-7618 


sides of the door arch outside the store | | Manufacturers of Display Novelties MANUFACTURERS 
front. Plants in them were changed for the In Paper, Wood and Materials— of Misses, Juniors, Pre-teens and Children's 
easons | Imports from all over the world quality and style-right mannequins. 
ldisplay interior, exterior, or window | Miya Company Inc 
nme on ; 0 the stallations tor 4 : ’ ° 
are only part of the installat Bliss Display Corp. etuedats Geen 


which the Jack Rosen florists are asked to | 
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Display Units, Frames, Screens, Novelties, Fixtures 


























MU 5-3511 
i | in ant 37-21 32nd St., Long Island City | EX 2-3890 Manufacturers and Importers of 

design o1 furnish and service plant Ali Shoji Sc Oo . - | 

floral arrangements ‘The complete list IT) DISPLAY PROMOTIONS Artifi . | les na dor-water Goods 
cludes every place where Howe rs Of! plants | Display Settings, Novelties, Animated Displays * mcia owers ne Bambooware 
can be used fashion shows for both set- Bird Cages, Lanterns. Parasols & Novelties 


tings and bouquets for the models open 


ings, promotions, give aways, outside par The L. J. Charrot Co., Inc. E RIP Studio, Inc. 
ties and award shows. In fact, the florists 36 West 37th St. WI 7-1687 7 casavons AND B a 
: ‘ i Work Tor ic clients whereve 

» with th vork for their clients wherever! | ARTIFICIAL FLOWERS meen on 








S sasiain dian OUTSTANDING DISPLAYS 


But whatevet , 
ting, Mr. Rosen has a few policies he main 


tains. First, he always tries to use plants Colonial Decorative Display Co., Inc. Royal Tinsel, Inc. 


the job, wherever the set- Display Units, Novelties and Decorations Functional and Decorative in All Media 








or flowers that will grow in a house and | } 199 West 26th St. Al 5.9620 | ~ Creene St. WO 667% 


he uses them naturally. He does not want MFRS. OF TINSEL GARLANDS 
to “pild the lily” as he explains it ARTIFICIAL FLOWERS Tarnishproof Silver and Pastel Colors 
Second, he not only uses plants and flow Decorative Display Units, Novelties and Decorations Send for Free Color Card 
ers that would be available to any passerby 
who took a fancy to any of them, but he ar- Decorative Creation & Loui ° 
y ) ouis Schn . 
ranges flowers simply, letting the flowers Art Flower Co.., Inc. eer Gasp 
Tt 1] thre ir own story arranging — 13 West 27th St. MU 6-1798 
says, so that anyone might do a similar ARTIFICIAL FLOWERS, DISPLAY | ARTIFICIAL FLOWERS & FOLIAGES 
arrangement 1n their own home. DECORATIONS 
\lways, Mr. Rosen is promoting plants Imported Novelties, Settings 
and flowers, and trying to promote the : 
floral industry Yet he bears constantly 1n Decorative Plant Corp. Nat Siegel, Inc. 
_—— oe SS patente we «° | T 136 West 24th St. WA 4.4405 | 2” West 37th St. WI 7-8485 
his clients is to help them sell merchandis¢ MANNEQUINS AND DISPLAY 
For that reason he makes it a point to use ARTIFICIAL FLOWERS EQUIPMENT 


things that the store sells the vases and 








6 East Second St. OR 4-3723 


Display Decorations and Novelties 











Display Settings, Novelties, Units Distinctive Display Fixtures and Novelties 


containers in which he places the arrange 








ments for a store are generally selected . ' 

from their own stock Victor Haida Displays, Inc. D. G. Williams, Inc. 
I\jor advice, tor flowers, and for setvic’ | | DESI@NERS & MANUFACTURERS | “57° A" LA 4.4069 

calls tor advice, tor oOwec;©rs, allt or se ( 

lng tell cheir own story a2 to how success: OF CREATIVE DISPLAYS MANNEQUINS & DISPLAY FIXTURES 


ful Mr. Rosen is in assisting his clients to mye Ragp nwo 
<ell more merchandise and continue to 


create the atmosphere of elegance that ap David Hamberger, Inc. 
p< als to their customers 
136 West 3!st St. PE 6-0464 


Printers Pl MANUFACTURERS OF DISPLAYS 
Screen Printers _ Artificial Flowers, Functional Units, SAVE TIME — 
For Fall Convention Backgrounds, Novelties 
|eonard Gorelick, Supreme Displays, New 
York City, general chairman of the 1959 The Imitation Food Display Co. 
New York Screen Process Convention, and 107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


Archie Norman, Ad Print, president of the FOODS FOR PERMANENT DISPLAYS DO YOUR DISPLAY BUYING 


host chapter, Screen Process Printing Asso- Attractive and effective, they look good 
ciation of Greater New York, met recently enough to eat. 
with the convention committee chairman to 
map out plans for the show to be held at Kenbury Glass Works IN NEW YORK CITY 
the Statler-Hilton October 30-November 1. 132 West 14th St. Tel.: WA 4-3186-7 
Glass Floats, Nettings, Bubbles, all finishes, Natural 
Shell Novelties, Apothecary-Show Globes, Labora- 
A? tory Glassware, Jewelstones, Prisms, Wiregoods. 
Also—Permanent Showroom at the Display Center 


It’s Always MARKET WEEK in New York 


Largest Showroom in the Country 
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effective sales promotion! 


Here in New York matchless displays by its famous stores, together with its large 
and diversified display industries, can lend inspiration to your own display imagina- 
tion and enable you to grasp the display potential in its entirety. So you will act 


wisely if you make New York your display market place. 


‘IT’S ALWAYS MARKET WEEK IN NEW YORK 
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Every merchant is in business to make 
a profit. Profits are made out of proper 
mark-ups and intelligent visual presenta- 
tion of the merchandise resulting in goods 
sold. Profit dollars are the backbone, for 
every expense in the organization comes 
out of them. Carefully planned displays 
are the number one providers of sales, 
and the answer to more profits. Re- 
member that ''goods to be sold must first 
be seen." 


The first step in the execution of a 
successful display for men's wear is sim- 
ple reasoning of the displayman and a 
careful study of the merchandise to be 
displayed. Getting acquainted with the 
merchandising problems of your store, 
and mutual understanding with the buyer 
or merchandise manager will help tre- 
mendously in the success of your dis- 
play. Be open to their suggestions; under- 
stand their point of view. 


Every stage of development should be 
carefully planned. A detailed layout of 
every component in the display will prove 
very helpful in your format. Once your 
format is set, the trimming procedures 
will follow almost automatically. Consid- 
er the architecture and the interior de- 
sign of your store in order to convey the 
proper harmonious feeling to your pre- 
sentations. Don't try to create that Old 
English look with modern architecture 
and interiors. 


Some stores merchandise on a prestige 
and high-fashion basis, others on simple 
low price, high volume plans. The win- 
dows you design must be in character 
with the policy of the store. 


Treat merchandise with courtesy and 
taste; remember they are actors for your 
command performance. Aim to present 
each item in such a way that it looks 
attractive to the public and will create 
that desire to possess which is called 


“Display Appeal." 


Leading men's wear displaymen have 
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adopted the “ensemble treatment" tech- 
nique of presentation as almost a “natur- 
al" choice that clearly generates the 
male shopper's desire to possess the 
things his wardrobe lacks. The ensemble 
technique requires very careful study of 
color combinations and fashion trend 
know-how. This is where the buyer or 
merchandise man plays his role in help- 
ing you create the right feeling in your 
display. 

Buyers and merchandise people should 
meet with displaymen as soon as they 
return from the market to discuss future 
display campaigns. 


Keep in mind that no successful cam- 
paign is possible without proper plan- 
ning. Merchandising problems should 
be carefully and seriously discussed be- 
forehand. Be receptive to ideas and 
fashion trends. Styles and _ fashions 
change continually, as do the techniques 
used in display. 

New display fixtures and materials are 
put on the market almost every day. 
Keep well informed on all subjects per- 
taining to display. They help you de- 
velop new ideas. That sixth sense will 
be developed in less time than you 
realize. Be patient, diplomatic, nimble, 
neat and a good psychologist. 


Plan your readers and signs that tell 
the story of the merchandise with the 
advertising manager or copywriter and 





ABOUT THE AUTHOR 


Victor Declet possesses a practical and 
versatile knowledge of men's wear visual pre- 
sentation, which he will reveal in future articles. 
In addition, he has extensive art and advertis- 
ing training and experience, begun as a com- 
mercial art student at the age of 16. Since 
then he has devoted almost !5 years to learn- 
ing the intricacies of men's wear display, hav- 
ing worked under acknowledged experts in the 
field as well as directed large and small scale 
operations himself. At present, he is assistant 
art director for Gotham-Viadimir Advertising, 
New York City office. 


Mr. Declet offers to answer any questions 
concerning men's wear display in either English 
or Spanish. Write to him in care of DISPLAY 
WORLD, Cincinnati !, Ohio. 

His next article will discuss the different 
techniques of rigging shirts, suits and coats. 
It will appear in the June issue. 





sign man. 


Make sure lettering and lay- 
out ties in with the decor of the win- 


dow. Plan lighting to be simple and 
effective. Use colored lights with dis- 
cretion. Here is a simple rule to follow: 


Cold lights on one side, warm lights 
on the opposite side. White lights di- 
rect from above. Best results can be ob- 
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tained if you have side valances or 
screens in your window, by having a ver- 
tical rod of six lights on each side of the 
valance. 

The men's wear retailer of today is 
more dependent than ever before. His 
reputation in the community is very out- 
standing. Manufacturing advances have 
made it possible to produce inexpensive 
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merchandise that compares with higher 
priced lines. Men's wear trends and 
fashions travel more quickly in this jet 
age. Television and trend magazines 
popularizing fashions and innovations vir- 
tually change fashions overnight. A lev- 
eling earning power has closed the gap 
between what the executive and the 
layman will spend on his wardrobe. 
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REVOLUTIONARY NEW 
DISPLAY IDEA! 


e@ The fantabulous new Continental Family 

e An amazingly new and versatile display medium 

e Get a manikin-type effect in areas where there are no manikins 

e Here is a “Shopper-Stopper and Eye Catcher"—the most im- 
portant ingredients in modern effective display 








Featuring the Conti- 
nental Natural Type 
Shoulder in all Sizes. 


Displays all types 
of men’s, ladies’ and 
children’s wear. Ex- 
tra sturdy construction 
to carry maximum 
weight. Packed six to 
a carton for parcel 
post shipment to all 
parts of U.S. A 





The Continental 
Family consists of 
four styles: Men's— 
Ladies'— Boys'—Girls’ 
with the Netural 
Shoulder in beautiful 
opaque colors: 


IVORY, BLACK 
& GOLD. 
$60 dozen in 
all colors and 
styles. 
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When ordering specify style and color. The Continental Family also 
available with wire action arms at $72 doz. 


POTENTIAL UNLIMITED, INC. 


105 HUDSON ST. NEW YORK 13, N. Y. 


a 





—— = 


46 











SPRING! DISPLAYS BLOSSOM 
IN LOS ANGELES 


[Continued from page 17] 


which were draped with fabric. The left 
one is shocking pink and the right in green. 
Many containers of the merchandise were 
then placed on the risers. A chicly dressed 
mannequin in a pink and green print on 
white and fully accessorized stood between 
the elegant frames. 

Sportswear in the California tradition 
adorned a series of windows at Ohrbach’'s- 
Wilshire on the “Miracle Mile.” The win- 
dows were predominating in either colors 
of blue-green, orange or yellow and red, and 
the back walls were washed with lights of 
the same colors. 

Bill Meissner, display director, spaced 
groupings of bamboo poles appliqued with 
light green leaves throughout the windows. 
Action and standing mannequins were then 
interspersed among them. They were placed 
on natural fiber mats which extended over 
the center of the floor the length of the 
bamboo groupings. Matching and coor- 
dinating accessories were grouped on mats. 

A reader attached to the left edge of the 
window, white with black hand lettering, 
read, “We foresee a sweep of color ahead 
—brilliant and dangerous.” The simple 
suggestive setting with brilliant colors of 
the merchandise brought allure to sports- 
wear. 

Fred Bower, display director, at Barker 
sros. created a Spanish contemporary set- 
ting for a bedroom scene. This was achieved 
by using gay draperies in yellow, greens 
and white with matching cornice box ap 
proximately 14 feet long. A white polished 
quilted spread with a box-pleated dust ruf 
fle covered the bed. A handmade Spanish 
rug in a color combination of pastel green 
and yellow-green on white covered the floor. 
To the far right, two black lacquered 
chests held a pair ot exquisitely handmade 
lamps depicting Flamenco dancers. 

Gowns in a symphony of brilliant colors 
moved Stanley Thompson, display director 
at May Company-lLos Angeles, to create a 
musical setting for them. In a white back 
ground, 38 gold chairs were placed in a con 
cert hall fashion over a_ beige carpeted 
floor. Some of them were in use by seated 
mannequins; others were reserved for oc- 
cupants by the placement of accessories on 
them, while many female music lovers wan 
dered about, wearing, of course, the fashions. 
These were in. bright colors of shocking 
pink, turquoise, scarlet, red, emerald green, 
orange and purple. 

Another scene, not pictured, showed a 
stage of music stands with a blow-up of a 
popular artist perched on a floor easel and 
mannequin musicians in this newest finery 
going to ._— their places. White-finished 
wrought iron and cast aluminum French 
provincial furniture covered in periwinkle, 
mauve and purple floral patterns decorated 
a portion of the interior at W & J Sloane- 
Beverly Hills. Jim Hassinger, display di- 
rector, covered the background panel with 
a scenic wallpaper of the coast of Corsica, 
which was in pale green and tones of grey. 

The dining-room, cocktail and step-end 
tables in the groupings had clear crystal 
tops, which reflected elegance in a_ light 
airy setting of wealth tor casual living. 
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THE 


DISPLAY | 
CENTER 


the CENTER of ATTRACTION: 


Grane 


Concentrated in one, modern, centrally located building conveni- 
ent to fine restaurants, hotels, theatres, Penn Station and parking 
facilities, distributors and representatives of national advertisers 
now can find the newest items and the latest ideas from every 
branch of the display industry. 


They are all on display at THE DISPLAY CENTER. You'll save 
hours of traveling around metropolitan New York and nearby 
states in search of materials and equipment. 


















Exhibit space is still available at moderate cost to manu- 
facturers. Write, phone or wire Maxwell A. Sturtz, 
director, Display Credit Association, 400 Eighth Ave., 
New York 1, N. Y. 


De Luxe Exhibitor and Customer Services: 


@ Central information desk 

@ Telephone answering service and mailing address 

@ Conference room, library and research department 
@ Register of window installation firms and services 
@ Assistance in staffing problems 

@ Employment service 
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DISPLAY CENTER 


400 EIGHTH AVENUE (at 30th STREET) NEW YORK 1, N. Y. 





This is the Display Center 


@ Modern, fire-proof @ Abundance of daylight 


building ; @ Impressive marble lobby 
@ High-speed, automatic a 
siensiieae @ Fully air-conditioned 


@ Fourteen foot ceilings @ Modern lighting fixtures 


VISIT THESE FINE 
DISPLAY MANUFACTURERS 
AT THE DISPLAY CENTER 


Artificial Plant Co. 
Austen Display Co., Inc. Jay-Mark Corp. 
Harry Berkoff Reynolds Printasign Co. 
Bulkley, Dunton & Co., Inc. Roberts Colonial House 


Mitten Display Letters 


Butler Paper New York Inc. 
‘oe ' Select Flower & Display 
Co., Inc. 


Commercial Art Shop 
Decorative Novelty Co., 
Inc. 


Sidney Newhoff Associates 
Tero, Inc. 


United Stat Displ 
Flair Plastic Manikins, Inc. yond ny 


Grace Letter Co., Inc. Wing Master Co 
Kenbury Glass Works, Inc Yankee Plastics, Inc 
Lustra Cite Industries, Inc. Zaria Displays 
Madisonia Manikins Homer Guck 
Mileo Mannequins (Display World) 


Open: Monday through Friday — 
9 a.m. to 5:30 p.m. 
Saturday — 9 a.m. to 1 p.m. 
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PLASTIC 
MANIKINS 











Brings you from ROME 
THE New, International SHAPE 


Flair manikins wear clothes elegantly because they are 
designed and sculptured under the supervision of 


America's display directors. 


- ; ™ 


Imagine \ WED MY P26 pow Xo 


Write for photographic brochure and 
complete ordering information. 


SEE OUR EXHIBIT AT 
THE DISPLAY CENTER, 
NEW YORK 


7 -4eedec PLASTIC MANIKINS 


One of the world’s largest manufacturers of plastic manikins. 


& 15 WEST 18th STREET * NEW YORK 11, NEW YORK 
At the DISPLAY CENTER ..+ You asked for it! 
OR WRITE DRESS-PANTY HANGER FORM 


A Hanger and Form for the price 








YANKEE PLASTICS, INC. —_0f @ hanger alone! 

24 W. 30 ST., NEW YORK 1, N. Y. ¥ ——e at. Pend. 
y 
1a 


ZI 









Dress-Panty sets look more attractive—sell faster on 
Hanger-Forms. Fits ALL infants’ & toddler sizes. 


Assorted colors. Patented $8.50 per 100 Unbreakable plastic. $15 per 100 








NON-SLIP HANGER COVER 
Fits ALL Hangers 


Prevents garments from sliding off hangers 

















Replacement wigs with Soate for your old figures, too! | 


_having showrooms and offices, and the 
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Display 
Firms 
Unite 


When the Display Center opens in 
New York City, April 1, it will contain 
a veritable supermarket of display ma- 
terials and services in one location. Dis- 
play directors, distributors and _ repre- 


_ sentatives of national advertisers will 


find under the one roof at 400 Eighth 
avenue offices, showrooms and exhibits 
representating outstanding firms in the 
display industry. 

sehind the revolutionary enterprise 
is Maxwell A. Sturtz, director of the 
Display Credit Association, — Inc., 
through whose efforts this massive pro 
ject has mushroomed into prominence 
in recent months, culminating years oi 
planning and expressed desire on the 
part of participating display firms. 

In addition to providing the above 


| mentioned facilities the Display Center 


will provide numerous other features 
and services to the firms represented. 

A telephone answering service will 
be furnished by the Center for all firms 


Center will accept mail directed to its 


exhibitors at that address. 

A central information booth will be 
maintained on the exhibit floor and will 
have on hand catalogues of all display 
firms supplying them to the Center, 


| whether exhibitors or not. For ex- 





hibitors only, the Center will keep on 
hand a supply of each firm’s order 
blanks. 

As added incentive for displaymen to 
become accustomed to the tacilities, 
there will be a library and_ research 
room, in which will be kept all of the 
latest publications relating to the display 
held. The library and conference room 
will be available tor the use of all dis- 
play groups, for their meetings, without 
charge. 


A register will be maintained of free- 


| lance displaymen, window _ installation 





firms and display builders throughout 


New York’s Display Center 





Opens April | 


DISPLAY WORLD 


Under 
One 
Roof 


the country, including the fields in 
which they specialize, the localities 
which they cover and the range of their 
experience. 

An employment service will be pro- 
vided and persons requiring employment 
and firms having need for the services 
of display personnel will be invited to 
make use of this service. 

The building, only one block from 
Pennsylvania station and near the New 
York Trade Show building, is almost 
as impressive as the services the Center 
will provide. It is a modern fire-proof 
building in every respect. The lobby is 
impressive and attractive, making lavish 
use of marble facing. High speed auto- 
matic elevators will speed customers to 
their destinations. 

All facilities are fully air-conditioned, 
with abundant lighting both artificial 
and daylight with new, modern light- 
ing fixtures and large window areas. A 
large parking area is located nearby. 

Among the many firms to be located 
at the Center is Flair Plastics, with its 
home plant located at 15 West 1&th 
street, New York City. ‘This firm has 
specialized in the manufacture of plastic 


mannequins, in which field it was one 


of the pioneers. 


Designed to meet the demand of dis- | 
play directors for mannequins which are | 
suited to wear newly styled clothes with | 
the international look, Flair will intro- | 


duce at their exhibit a new group of 
hgures which were sculptured and de- 
signed under the supervision of a group 


of display directors of America’s top | 


department stores. The designers in 


corporated into their styling of the | 


shapes physical features especially 


adaptable for styles recently shown in | 


tome. 

Harry Berkoff is a manufacturers’ 
representative handling a variety of ex 
clusive display lines. ‘These include im 


New York’s Display Center 
Opens April 1 
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Display Directors Love 


BUTLER 


“<> Display Products 


Butler Stands for Service! 


FRANK FAHEY, Display Director, CONRAD & CHANDLER, BOSTON, Says: 


‘Variety and originality is the spice of our display 
program. We always add dash to our windows 
when we use Butler's Sunfast Seamless and the many 
color-coordinated novelties. The timeliness of our 
fashion windows requires the best delivery service 
from our Butler distributor, regardless of the size of 
the order. We rely on Butler's range of 47 fashion- 
first colors to keep our windows in tune with our 
fashion merchandising. ' 


Superior Fashion Colors - Superior Service - Superior Rigidity - Superior Uniformity - Super Sunfastness 


WRITE OR WIRE COLLECT FOR FREE SUNFAST SEAMLESS 
SWATCHBOOK AND CATALOG OF DISPLAY SPECIALTIES .. . 
and name of your nearest Butler Distributor. 


New York Display Center 
BUTLER PAPER NEW YORK CORP. 


655 Madison Avenue, New York 21, New York 




















WROUGHT IRON CREATIONS 


MANY UNUSUAL STANDARD PIECES 
OTHERS MADE TO YOUR DESIGN 





Send a sketch or description of your ideas — we 
will submit prices and specifications on one piece 
or in quantity. 





WRITE FOR PHOTOS AND INFORMATION 
ON OUR DESIGNS 


Samples on display at our showrooms and at the 


Display Center. 
CP0, Y Vic. 


155 WEST 23RD STREET NEW YORK CITY 11 


> © 
BS & © aby 


GLASS BLOWING — GLASS DECORATING 





M-451 BULLETIN EASEL 


Concave Bulletin Easel with 3/16" wire scrolis. Helds 
22°" x 28°" card. Height 60°’, width 29°. Price $25.90. 

















| ported feathered birds, plumes, flexible 

| mirror novelties, Christmas ornaments, 

| autumn novelties and numerous other 

| display items. ‘The Berkoff showrooms 

| will be fully staffed from 8:30 a.m. to 
5 p.m. Monday through Fridays. 








Zaria Displays will also welcome you 
to the Display Center, where it will ex 
hibit its lines of fixtures, floor trims, 





Cruisewear—Displays—Glass Floats 
netted in all Colors — Bubbles — 
Bubbles — Clear, Colors, Iridescent 
— Apothecary Jars and Show- 
globes, Prisms, Domes, Laboratory 
Glassware. 


SPECIALTIES MADE TO ORDER 


KENBURY 


GLASS WORKS 


132 WEST 14th STREET 
NEW YORK 11, N. Y. 


millinery heads and papier mache origi- 
nals. The firm also builds custom dis- 
plays, working in all media. Its de- 
signing staff is among the best in the 
industry. Its home is 434 Sixth ave- 
nue, New York City. 

Austen Display, Inc., 1s well known 
as a leading distributor of display nov- - 





elties, decoratives of all types, including 
Christmas decorations, paper sculptures 
and figures and seasonal accessories. It 
is located at 133 West 19th street, New 
York City. These products will be on 
view at its showrooms in the Center. 


To serve you better 


NEW: PERMANENT SHOWROOM 
AT THE DISPLAY CENTER 


400 Eighth Ave., N. Y. C. 











In addition to its display of manne- 
quins, ‘Tero, Inc., 153 West 23rd Street, 


| New York City, will show a new 
See Letters | ; wrought iron flower cart with multiple 
Greetings From 


at the Display Center | HARRY BERKOFF || QGURROCQSEUS EVES) Cy, 


GRACE LETTER CO. | , 
77 FIFTH AVE. NEW YORK 3 | Opens April | 
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New York’s Display Center 
Opens April 1 


spring display applications. This is one 
unit in an original line of wrought iron 
display units. Tero also manufactures 
display forms, millinery heads and wigs. 

When it comes to glass display helps 
one normally thinks of Kenbury Glass 
Works, 132 West 14th street, New 
York City, and they will be on hand at 
the Center with their lines of apothe- 
cary jars and show globes, Christmas 
glass ornaments, float decorations, glass 
specialties and millinery heads. 

Grace Letter Co., 77 Fifth avenue, 
New York City, will bring to the Center 
its selections of Graforel Letters for dis- 
play use. 


Butler Paper New York Corp., 655 
Madison avenue, will display its com- 
plete lines of decorative papers and 
related display specialties. It is consid- 
ered one of the leading distributors of 
this type of display materials. 

Yankee Plastics, Inc., 24 West 30th 
street, is featuring among its plastic 
specialties an all-plastic dress-panty 
hanger-form and a non-slip hanger cov 
er, and is about to introduce other en- 
tirely new display aids. 

At present one entire floor will con- 
tain exhibits, showrooms and offices for 
the firms already contracted for the 
April 1 opening. Additional space is 
available and there are indications that 
another entire floor in the building will 
be filled in a short time. 


Those firms who have not made detin- 
ite committments for space are asked 
to contact Mr. Sturtz at the offices of 
the Display Credit Association immedi 
ately so that their space may be re- 
served. He also advises that this co- 
operative effort is surprisingly inex- 
pensive, in fact, expenses are much less 
than for a comparable office anywhere 
else in the area. 

Although there has been no special 
open house celebration scheduled for the 
opening April 1, every displayman, 
manufacturer of point-of-purchase dis- 
plays, and display designer is invited to 
visit the Center at that time, and surely 
during its first week of operation. 


Visitors to New York City are espe 


cially invited to make use of the facilities | 


as a headquarters tor their operations. 
They will find that by being able to cover 
the market thoroughly at one location 
they will save some time and energy. 
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Always present where displays of 
good tastearepresent. Zaria Displays | 
welcome you to The Display Center. | 


RSVP 
THE DISPLAY CENTER 
400 EIGHTH AVENUE * NEW YORK 





























THE AUSTEN DISPLAY 
SHOWROOMS ARE A 


' 
; 

*. 

| c 


...GET A TASTE AT 


NEW YORK’S DISPLAY CENTER 
_.. GET THE FULL STORY AT 


Guslen Dis ly Ine. 


133 West 19th Street 
New York City 



















PUT THE “SQUEEZE” 
ON DISPLAY = 


any tacking 


costs! gs 











—_—— Get simplified display 
tacking with fast, jam- 
proof performance. De- 
signed with the display 
man in mind to give you 


sturdy, lightweight con- 
ee struction and _" 
' ae: ne Fé 


HANSEN wow TACKER 


SIMPLE ee SPEEDY SURE 





— 














7 
& 
< 






















4 





fia, 


SAVE TIME WITH 


HANSEN VEST-KIT Se 


Assures you of a handy sup- 
ply of staples at all times. 
Packed 1000 staples per kit. 
Slips into shirt pocket. 


A.L. HANSEN MFG. CO. 


5041 Ravenswood Avenue « Chicago 40, Illinois 


Forevergreen (3 “nats 


THE BEST DISPLAY GRASS 
MONEY CAN BUY! 


‘ 
’ 


MULT TT 





’ (it 











@ Only Forevergreen “78” has the beautiful, 
natural Sunshine green color 


een? 


@ Exclusive “78” row quality instead of the 


usual 72 


& 34 X 6 ft. ee 
mats 


11% larger than ordinary 


@ Ends neatly hemmed——no raw cut edges 


@ Mildew-proofed and flame-proofed 





@ Order standard mats. rolls or special sizes 


@ Sold by all leading jobbers | 

| 
The JOSEPH M. STERN Company | 
1968 East 66th Street @ Cleveland 3, Ohio | 
WORLD'S LARGEST MANUFACTURER OF DECORATIVE GRASS | 
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Paper Folding Art 
Has New York Showing 


The ten centuries-old art of paper folding 
will have its first full-scale showing in 
America at the Cooper Union Museum 
in May, 1959, Professor Calvin S. Hathaway, 
director of the museum, has announced. 

Abstract shapes, highly inventive paper 
birds, animals and creatures of the sea, all 
from the hand of a contemporary Japanese 
paper fold artist, will be exhibited along- 
side unique works gathered from Europe 
and South America as well as the United 
States, said Professor Hathaway. Included 
will more than a hundred different 
objects from simple folded paper boats to a 
variety of objects that in artistic expression 
and technical accomplishment equal the 
finest achievements in sculptural art. 

“In the past,’ asserted Professor Hatha- 
way, “eminent paper folders have included 
the poet Shelley and the famed Spanish 
philosopher Unamuno. The art ot paper 
folding in the western world is related to 


be 


the elaborately folded cloth napkins and 
headdresses of Renaissance and medieval 
times. In the Far East, paper folding is a 


highly disciplined art that has been prac- 
tised for well over a thousand years in 
both China and Japan. Called “origami” 
in Japanese, paper folding in Japan is re- 
garded by most western practitioners as the 
art in its purest and most subtly developed 
form. Many Japanese paper folds are tra- 
ditional, yet each skilled artist 
traditional fold with a_ fresh 
imagination that makes it an 
work of art. 

“In addition to contemporary examples of 
paper folding, the Cooper Union Museum’s 
exhibition will show old and relatively rare 


treats a 
and subtle 
individual 


works trom private collections. Cooperat- 
ing with the Museum’s staff in planning 
the exhibition is Mrs. Harry C. Oppen- 


heimer, a collector of paper folds from all 
over the world, organizer of countless paper 
folding activities here in New York, and 
herself an accomplished paper folder. Sched- 
uled to open during the last week in May, 
the exhibition will continue through the 
summer months.” 

Displaymen in that area should make it 
a point not to miss this showing. 


New Dealer Display 
Offered by W. A. Sheaffer Pen Co. 


“How to write letters that are easy to 
compose, a joy to receive,” is the service 
goal of a new dealer display, offered by W. 
A. Sheaffer Pen Co., Fort Madison, lowa. 
The display shows facsimile copies of tam- 
letters Abraham Lincoln, George 
Washington, Benjamin’ Franklin, R. B. 
Taney, Elizabeth Barrett Browning, Theo- 
dore Roosevelt, Aaron Burr and Andrew 
Jackson. 

Three of the 11 panels in the display iden 
tify it and offer a free booklet, “10 Secrets 
of Inspired Letters,’ designed to channel 
traffic to the pen and stationery department. 
The display is offered as a complete kit, 
including an instruction booklet illustrating 


Ous by 


how the components can be assembled in 
a variety of geometric arrangements to fit 
large, small, wide or tall windows. It was 


Sperry-Boom, Inc., 
la., advertising agency 


produced by Davenport, 
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Randy Irwin, Sears Displayman, 
Really a "Clown at Heart" 


Behind the clown makeup on the front 
of the recent cover of “The Inner Circle,” 
monthly publication for Sears, Roebuck em- 
ployes in the Baitimore area, was the face 
of Randy Irwin, display manager for the 
Sears store at the Mondawmin Shopping 
Center at Baltimore. 

Inside the issue was the following story, 
together with photos of Mr. Irwin’s extra- 
curricular activities: 

“A man of many talents and _ hobbies 
is Randolph H. Irwin, 1204 display man- 
ager. A ‘clown at heart, Randy has been 
‘Clowning’ around for about 10 years, of 
course in a charitable sort of a way. Often 
described as a cross between Emmit Kelly 
and Freddie the Freeloader, Randy likes to 
think of himself as the ‘sad little happy 
clown.’ 

“He became a clown simply because he 
wanted to amuse his young daughter, and 
since has been amusing the Baltimore pub- 
lic in charity, banquets, fairs, and festive BATTEN ING 
affairs. \ | BRACK.- 

“Unlike many clowns, Randy never speaks \ WS | ET 
to his audience. He just lets his facial ex- No. MS- 
pressions do the talking for him. FACE PLATE — 32 De- 

“*T’ll never forget the time, back in 1954, WITHOUT 
during spring Sears Days, while I was still FLANGE 
at North avenue. Tom Whittington, who No. MS-35 
was my assistant, and | dressed in our Fits over joint ished or 
clowns attire, jumped on a Div. 28 motor end of modules. dressed on 
scooter plastered with huge Sears Days meter. A positive sup- In. by 3 l—7% Inch 
e Set of one eac _ port for dis- in. lumber Module 
signs, we drove from the store all the way MS-38—-Pole Clamp and plays, supports. for — sup- 
to Fullerton, Md., where my daughter was No. MS-39--Face Plate Black finish. ports. 
participating in her school spring festival. with Flange. Size 5 in.diam. Black fin- 
Boy! Was she and the parents and teachers Per set, complete. .$2.00 5e ish. 
surprised, said our tall, stately display ” Each .75¢ 
manager as he sat behind his usually clut- 
tered desk. 

“Randy has been with Sears for 12 : 1-15 Inch 
years, all of that time in display work, and Module 
has won many awards for designing the 
interior displays of the huge show window 
at the North avenue store, during the 
10 years that he worked over there. 

“His other hobbies are 
fencing and canoeing. ; 

“He presently owns and rides to work in FRAME HOLDER 
a 1934 V8 Ford coupe, that he purchased No. MS-34-5_- 
in Virginia last year and currently would Channel strips 6 in. 
not part with it for love or money. long with " led 

“If you ever find use at a coming party channel spot welder 


. : to pole clamps. 
for a clown, see Randy, and we're sure he'd Bleck finish Black finish. 
be glad to perform for you.” 


| Per pair 3. Per doz.. .$2.00 
ile | | No. MS-36 


Mrs. Dora Hammerschlag — eatin 
Died February 4 | 
Mrs. Dora Hammerschlag, 90, died Feb- | —_— $16.50 

ruary 4 in Washington, D. C., after a two- DOUBLE PANEL BRACKETS SHELF Bech 
month illness. She was the mother of FACED CARD Black finish = steel HOLDER FOR St 
Miss P. Hammerschlag of District Display OR FRAME bracket to support No. MS. _ 
Company of that city and was active in the HOLDER display shelves. 64 —Slotted 
business for many years. Many people con No. MS-34-D No. MS-66-— Holds to hold one 


Erecting effective displays that win extra attention 
and extra sales is easy with “Module Type” Deca 
Poles. Their versatility and flexibility allow you to 
erect dramatic displays anywhere you have a floor and 
a ceiling or the equivalent accommodating any 
height from 31 in. to 25 ft. Easy to erect and dis- 
mantle, these steel poles stand by themselves and 
support up to 400 Ibs. with attachments or between 
modules. Why not investigate the time-saving, money- 
saving advantages of these versatile props today! 


Rubber 
Tip—> 


Standard 
12 ft. 6 in. 


“Module 
Type” 


DECA 
POLES 








Increase Display Impact 
Reduce Display Costs iciitialie ait 


"Module Type” DECA POLES | sii 'iii 


Spring Loaded 30 


Plunger 








The Spring Sec- 
tion MUST be 
TOP Section of 
Pole and used 
against CEIL- 





FACE PLATE WITH 
FLANGE 
No. MS-39—Gives hori- 
zontal surface for shelves 
and displays. Black 
finish. Size 5 in. dia- 





1--3% Inch 
Module 


signed to 
hold a bat- 
ten of fin- 








POLE 
CLAMP 
No. MS-38 


Spring steel 3 
clamp with bolt 
and wing take- 
up nut. Use to 
attach 
sories to pole. 
Black finish. 

kKach ...$ 1.00 


PICTURE 
HOOK 
No. MS-31 
A flat metal 
hook for use on 
wood batten 
for suspending 
backgrounds, 
pictures, ete, 
Can be attach- 
ed to pole also. 





antique cars, 30 Inch 


om 
CARD OR Vodules 


aAcces- 





Louis 





nected with the display industry knew her 
well and will miss her. 


———— 


Paddock Adds Display 
To Duties at Newman's 

Kenneth G. Paddock, advertising and 
sales promotion director of Newman’s, Enid, 
Okla., has also become display director. 
Mr. Paddock succeeds C. E. Batchelor, 
display director the past 15 years at New- 
man’s, who passed away February 1. 
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Channel strips 6 
in. long with 4 
in. channel spot 
welded to pole 
clamp. Black 
finish. 


Per pair ..$3.95 


1% in. panel, 
Keach De 
Per dozen 

No. ! 


| in. panel. 


end of shelf 
support. 

Black finish. 
Keach ,. boc 





Rubber 


Insert > 


y 











Patent Pending 
No. 99187 





GARRISON-WAGNER 


2018 WASHINGTON AVE. 


COMPANY 


ST. LOUIS 3, MO. 











“SUMMER TIME SALES BOOSTERS” 


NOW is the time to build your Summer sales with 
the large selections of inexpensive ‘Fun in the Sun" 
displays offered by the Art R. Cohen Company. 


Fish Panel—® ft. x 24'' (8 panels per unit) Hand 
painted. Made of sturdy fiber board with brightly 
colored honeycomb fish $ 0 ea 
Bamboo and Hemp Rope Ladder— 
is’ « 9 ft $3.50 ea 
Paim Tree—7 to 6 ft.—Sturdy yucca pole with sturdy 
wood base wrapped in heavy grass matting 

$19.50 ea 
3x 6 ft. Grass Mats—72 row Fairway green $3.75 ea. 

$42.00 doz 
Fish Net—I!0 yard piece 72'' wide—Red, Natural. 
Biack, Green, Yellow, Blue, Aqua and Pink $3.00 ea 
Cotton Roping—White—Min. 10 yards. 1"' § .35 yd 

Vy $ 20yd 


Papier Mache Life Preserver—22'' $4.50 ea. 


Papier Mache Anchors—20"' x 27''—Black.. $3.25 ea 
White. . $2.75 ea. 


Papier Mache Links—®8'/2''"—can be interlocked— 
Black $6.60 doz. 
White. . $5.40 doz. 


Glass Floats—Wrapped in natural fish net suitable 
for hanging $10.80 doz. 
6'' $18.00 doz. 


$11.00 per C.: 4°’ $28.00 per C 
3'/,"' $16.00 per C 
$9.00 doz. 
$6.00 dox. 


Cork Floats 2'/2"" 
Wood Floats 

Star Fish—-Medium size 
Conch Shells—Large size 


ORDER NOW — Summer Comes Early This Year 


e Mail orders 
filled immediately. 


Serving the Display Industry for 


Twenty Five years. 


ART R. COHEN CO. 


810 PENN AVE. 


PITTSBURGH, PA. 





World's Largest Selection of 
MECHANICAL BABIES 
And Other Mechanical Displays 
FOR SALE or RENTAL 


Wide selection of heads and 


Special displays 


expressions. 
built to order. 


Metropolitan Mechanical 
Display Co. 
50 W. 22 St., N. Y. 10, N. Y. 








DISPLAYMEN CREATE 
FAIRY TALE WONDERLAND 


[Continued from page 29] 


November, making possible night display 
with salesmen on the job as late as visitors 
care to stay. Much of the glamour of the 
fairy-tale wonderland depended upon proper 
lighting. Accordingly the gateway was 
wired so the entrance lights could be seen 
for blocks. Colored lights, and cross-light- 
ing gave effects to the grounds that were 
pure magic. 

The displaymen had been given a free 
hand as to landscaping, to fit it into the 
overall plan. They spent hours on that 
planning, since the plants and shrubs would 
be there permanently, but the miniature 
figures and settings, though temporary, must 
also be placed to the best advantage. There 
was the additional problem of adjusting 
everything to the built-in sprinkling system 
which must reach the greenery but spare 
the miniatures. These latter were painted 
and waterproofed to withstand exposure to 
sun, wind, and possible rain. However, the 
weather risk in Calfornia is not great dur- 
ing the fall. 

There were, in all, 21 units of fairy-tale 
scenes, including in the miniatures : Humpty- 
Dumpty, Mary and Her Little Lamb, Jack 
and Jill, Snow White and the Seven Dwarts; 
Peter, Peter, Pumpkin Eater; Red Riding 
Hood: Hansel and Gretel; Hickory, Dick 
ory Dock; Jack and the Beanstalk; Simple 
Simon, the Three Little Pigs, Rub-A-Dub- 
Dub, the Crooked Old Man in the Crooked 
Old House, the Old Lady Who Lived in a 
Shoe, the Lollypop Tree; a Jack-in-the-Box; 
and a scene from Treasure Island. In full 
size, at the back of the homes, were replicas 
of Fort Apache and an Indian village. 

Using the foundation of one of the houses 
under construction just back of the model 
homes, Mr. Garnier and Mr. Jensen con- 
structed a platform for the live attraction 
of opening day, Captain Fortune of the TV 
program of that name, scheduled for two af- 
ternoon performances. 

Between the castle gateway and the home 
was erected a regal throne for the Sleeping 
Beauty, who after her happy awakening, was 
to be on hand there to greet the crowds. 
Arrangements were made with Miss Jean 
Kagel of the local John Powers’ Modeling 
Studio to supply lovely models not only tor 
the Sleeping Beauty but to act as hostesses 
for each of the houses on display, properly 
costumed to act the part of Snow White, 
(Goldilocks, Red Riding Hood, the Old Lady 
Who Lived in a Shoe, and Jack, of Jack and 
the Beanstalk. The hostesses were there not 
only to charm the small folk, but for the 
very practical purpose of supplying the par- 
ents with brochures and information con- 
cerning the model houses. 

There was, of course, plenty of advance 
publicity for the opening of the tract. The 
San Jose Mercury and the San Jose Even- 
ing News carried full page advertisements 
as well as publicity stories and teasers to 
arouse the curiosity of the children. Frank 
Darien, popular local disc jockey, gave radio 
spot anonuncements; Captain Fortune’s pro- 
gram on TV also included notices of the 
opening. 

The grand opening was Sunday, September 
14, 1958, two months and 500 working hours 
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after the idea was originated. It was a glor- | =—— e 
ious day, weatherwise, but it was also the | a 
last day of the popular Santa Clara County a ~~ —— 


Fair. Would that detract from the crowd? 


There was no need for Worry. That day | ad 7 Re vw 
and evening some 13,000 people passed across | \ 

the magic portals of Ravenswood into fairy- | > 5s 

land. There were at least 250 children at | : .} 


each of Captain Fortune's afternoon shows. SHOW CARD AND POSTER MACHINE 


showmanship. They wanted to meet Frank | CULM 
Darien, radio personality, who was just | ra r Feats SPEED----SIMPLICITY 
/ ~~“ Lawe en: ‘ 


inside the gate, in person, to interview them. 


Some were there merely at the insistence . y 
of the children who dragged them trom one - | sane 


Many people came, attracted merely by the 


fairy-tale scene to another. Invariably, how 
a ere pains ed them ~o00e os model MODEL "A" METAL & WOOD 
iouses to the live fairy-tale hostesses. Once 
aie TYPE 
inside, the excellent planning of the homes 
and the attractive color harmonies created | With new "Magnetic" type 
by Stone and Schulte’s interior decorator, — Ups Rp? a 
Mr. Walt Mattoch, worked their own magic. | MOM" 18 S19 Machines witnin 
Those interiors were every bit as ‘ee last 25 years. SPEEDS _UP 
hia - | OPERATION and provides 

to the parents as the exterior wonderland complete flexibility of type 
created by the displaymen had been to the | arrangement. 
children. The feeling tone was right for | 
making one of these charming homes the MODEL “B” 
family’s own private castle 

Proof that this was so lies in the figures | A medium priced sign ma- 
on sales for the first day. Thirty-five homes | chine using rubber type. Pro- 
were bought by visitors to Ravenswood that duces high quality signs at 
opening day. No ftairy tale that ! low cost. 
Many national chains have 
from 50 to 500 or more Sign- 
press machines in use. 


New York Correspondent 


Returns to Missouri 


After this issue, Clara Baldwin will no MODEL A — /4x 22 
longer be New York City correspondent MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


for DISPLAY WORLD. She is leaving | DISPLAY EQUIPMENT CO. — BOX D-144, ADRIAN, MICH. 


New York to do research and field work in 


Missouri, her native state, as background | 
for another book. Three ot her books, these | / 
for 8-12 year olds: COTTON FOR JIM, | 
TIMBER FROM TERRY FORKS, and | e 
THE HEART OF CRAB ISLAND, have 

been published by Abingdon Press. A fourth 

book, for younger children, will be published 

this year by Doubleday & Co. DISPLAY 

WORLD’s staff and readers will miss Miss 

J,aldwin’s contributions to its pages, but 

wish her continued success in her writing 





endeavors 


Hardboard Uses 
Contained in Booklet 

\ new eight-page booklet “How to Use 
Weyerhaeuser Hardboards” has just been 
made available for distribution. It includes 
detailed drawings and descriptions on | Orange, red orange. Add 
structural practices and principles. The in- | grt dazzle, excitement, the 
formation enables the displayman to make | _— "> | special sparkle of color 
the most effective use of hardboard’s advan- | A, that glows in daylight to 
tages of strength, smoothness, dimensional | FLUORESCENT bea all your display work — 
stability and workability with both hand | SPRAY paiN Apr | posters, banners. exhibits. 


and power tools. Typical construction uses . seaeialiaeseiemeemiane diane 
of Weyerhaeuser hardboard are shown 1n 433 by ’ . ; “a | 
photographs and detail drawings. Write RED ORANGE ooths., sc On paper, 
for your copy to: Silvatek, Box S, Weyer- | Me 3 | < wood, glass, styrofoam, 


aeuser T1 > oO y ‘ Tacom: ‘as 5 : 
haeuser Timber Company, Tacoma 1, Wash. | DRIES IN minute =. | DRIES IN 


New Display Guide | - mere ™ yy, MINUTES! 


Issued by Marcus | 
The 1959 spring-Easter-summer display | KRYLON WORKABLE FIXATIF KRYLON CRYSTAL-CLEAR 


guide offered by Marcus Window Display 
Service, Inc., importers, manufacturers and 


6 brilliant fluorescent col- 
ors: green, lemon yellow, 
cerise, sunset gold, yellow 


Temporary protection for layouts. Dries Lasting protection for artwork photos, 
fast, odorless. No dribbling, spattering, ceramics, models, etc. Goes on clear. 


- . . ‘ a , 
distributors, 104 Lincoln street, Boston, is color change. Perfect for rework. stays clear. Dries in minutes. Waterproof 
available to displaymen upon request. ' 





IF YOU PRIZE IT... KRYLON.-IZE IT! KRYLON, INC., NORRISTOWN, PA. 
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Display for the Small Shop 


By ANNE DANIELS 


Portland, Ore., displaywoman 


faces challenge of limited bud- 


get . . . Her ideas are now 


yours in coming series 


TOP! YO 
OUT ME!" 


tashion 


CAN'T LIVE WITH- 
That is the message the 
merchandise in my displays 
must tell every woman who passes this small 
this feat 
limited budget is a necessity 


specialty shop To accomplish 


with a very 
and a challenge 

Unless this challenge 1s met successtully, 
my shop will be lost in the 
of drabness as are 


obscure maze 
other 
community of 
I-verywhere there are manne- 
quins wearing the latest in fashion apparel. 
They stand on bare carpet or painted floors 
in neutral shades, framed against bare walls 
also in neutral shades. 


thousands of 
similar size shops in 


t hie world 


every 


(Customer appeal 1s 
neutral as the setting. No woman 
herself wearing even the most 
stylish garment in the void abyss portrayed 


just as 


Can picture 


by this type ol display. 

“But props and fixtures cost money,’ the 
managers of these latter stores exclaim. 
lo which | can reply, “Ot course, it 
costs money to make money but not near 
as you might think, and I can 


only 
ly as much 
prove og 

this 1s being done 


\n example ot how 


display after display in the suc esstul spe 
main 
America 1s my 
department for Pierre's 


and Portland, 


throughout the streets 


centers ot 


cialty stores 


and shopping 
one-woman display 
Salon (iT 


Beauty Fashion, 


(Jregon 





Portland was really excited’ recently 
about the coming of the famous original 
Van Gogh works to be exhibited at the 
Portland Art Museum. When the museum 
sent posters around to the shops to be dis- 
played in their windows, I decided to go all 
out for this big civic and cultural event 
and send my ladies of the window to the 
exhibition, too. 

I decided that while the museum was 
showing the originals, | would present an 
exhibition of reproductions. After borrow- 
ing seven very handsome, well known re- 
productions from our Ashford Fine Arts 
Shop, I selected a deep green for the 
mountings, as this was the color that tied 
the whole group together. 

The three mannequins were dressed in 
neutral earthy tones picked from the paint- 
ings and placed so that they stood away 
from, but viewing the paintings. Where 
they had their backs to the street, I used 
fashions with back interest. The tabrics 
were rich in texture, which also corre- 
sponded to the feeling engendered by the 
reproductions. The apparel was street suits 
these ladies were attending 
an afternoon session at the museum. 


or costumes 


center of the window in 
group of paintings were 
benches as they do have in some museums. 
My benches were glass shelves resting upon 
rectangles of brass pipe mounted on legs. 
These I designed myself and have found 
them most helpful. Similar versatile dis- 
players can be purchased ready-made. 


Placed in the 


front of each 


To represent the ladies going to the Pre- 
view Formal Party at the museum, I dressed 
my little glorious prints 
which not only picked up the colors in the 
paintings but also the feeling of the high 
lights and textures. 


wire torsos in 


Kkach gown had an ap 
propriate glamorous fur stole and headpiece. 
(Since our shop represents the coordinated 


efforts of a fur salon, milliner and gown 


9 POE BA 
aids 





shop, each must be represented in the win- 
dows.) These ladies sat on the benches. 

My card, embodying the announcement 
poster from the museum, also included this 
message. “A thing of beauty is a joy 
forever ... we welcome the Exhibition of 
original Van Gogh works at the Portland 
Art Museum.” Under the poster I also 
added, “Van Gogh’s glorious colors and rich 
textures will always be an inspiration to 
designers everywhere.” Credit line was 
also given for the loan of the reproduc- 
tions. This showcard was _ hand-lettered 
very reasonably by a signman in Portland 
from a rough sketch and ideas I supplied. 

When the window was completed, the 
whole effect was so beautiful and real that | 
called Dr. Max Sullivan, director of our 
museum, and asked him how he was doing 
with the preparation for his exhibit and told 
him that mine was complete and invited him 
and Mr. H. J. Siliakus, who had flown in 
from Amsterdam, Holland, with the original 
works, to come down and see my exhibition 
and how fashion could be linked with art. 

Mr. Siliakus was so delighted that he 
arranged to have pictures taken of the win 
dows, which are pictured here. I shall 
also treasure the reproductions he is send 
ing me from Amsterdam. 

[| particularly like the smaller window 
here because the coloring in the gown is the 
exact tone of the background in the picture, 
a subtle brownish red. While the lady in 
the picture is wearing a typical peasantry 
shirtwaist and skirt, the feeling in the chif 
fon gown displayed is of extreme sophisti 
cation yet shirtwaist in style. Incidentally, 
this lady has a choice of mink stole or 
jacket because a customer considering 
or the other asked us to put both in the 
window. She wanted to walk by with her 
husband and show him both. 

My most useful background is that sim 
ple gold picture frame with black velvet 
background. [ have them in all sizes. 
Everything looks rich against the black vel- 


one 
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vet. They are used for mounting signs, 
pictures, flowers, fruit or even bits of paper, 
string, etc., limited only by my imagina- 


tion — not my budget — in creating ef- Tt 
fective backgrounds. : # YO COM, (L 


The screen you see in the large window 
behind the showcard is light and most ver- 


satile. I designed it of wrought iron mesh ie 4 
with a border of two iron rods all around. Es 4 


[It was made with the base separate, so 


that the screen may be used vertically or v _ @ - 
horizontally. I have two of them — one 3 alot 
for each end of the window. : f 

These screens have been used in many, , 
many ways. Along with them I have many } It costs no more to buy Crescent...the 
types and lengths of hooks and _ special 
hangers. I can hang a garment from a ; 
hanger on a long hook, stuff it with tissue, ‘ You can do a quicker 
drape it in a sitting position on several 
hooks with a board across, making it look 
most sophisticated seated against the screen. iirbrush or rubber plate. Why settle for 
One or more hats may be placed close by 
to suggest changes in millinery for the inything less’ Samples available tor tnt 
costume displayed. Another use is to make 
it look like a wall, with greenery or flowers 
against it. 

Sometimes I use just ome screen in the 
smaller window with one or two garments 
sitting on a bench in front of it. An ef- 
fective window was the result during the 
football season. I showed two appropriate 
costumes which might go to the game. At 
either end of the screen was a great big CRESCENT CA RDBOARD COM PANY 
chrysanthemum with the college colors and 
exaggerated streamers. Above the screen, 
usd horizontally, hanging from the wall, Chicago Cardboard Company 
Was my fashion message lettered on a foot- 
ball-shaped card. 

Kxcept for the fixtures and props |! 
had prior to the exhibition windows, these 
Van Gogh displays cost about $20 in all. 
The mounting for the borrowed reprints cost 


$12; picture cord was $3, and the hand- Pieeon en. | | NA. tes a 
lettered sign cost $5. an oot = i B 1 
| These windows received so much atten- me // & ry A "y Py 
tion were even mentioned in the widely | ie , : ; ‘ 
read social columns of both our local papers. Rainbow Symphony Plumes 
There were many requests for us not to : 7” x17" x7" $119.00 $332.00 12” x 8” $265.33 
disturb the windows or even sell the mer- i} 21 Spray Jets. 71 Spray Jets, 4 58 Spray Jets, 4 
chandise! One woman had made the trip Complete with Tiers, individually Tiers, individually 
downtown four times, she said, just to view Brass Fittings regulated to any regulated. Com- 
the windows! ‘ | | 

Valve, and model Height. Complete plete with Brass 
#2 Pump. with Brass Fitting Fitting Valves, 
San Diego Display Group | Valves, and #4 Pump. and #3 Pump. 
Inducts New Officers 


Newly elected officers of the San Diego , | W E SO LV E A N Y P R O B L E M 


Display Association were inducted recently We are generally recognized as short notice, if necessary, and 

y Ra fl : 7 : ‘i the foremost manufacturers and no job is too large or too smaill 

by outgoing President Albert A. Gabbs. designers of pumps and water to merit our individual attention. 

lhe new officers are: president, Hal God- nen display fountains for every con- 

vin. Lion vit resident. Roger Arnold ceivable purpose. We have had 

\ sif » ~ ) Sj ~ ( y Oi y 

a | whey itec ane years of experience, workin® custom build to your specifica- 

~ I). Gas and Electric Co.; secretary, with engineers, 1 poate ar ~=— tions in any form, shape, size or 

‘ ; hitects, stage and TV prop men, t i Pie » bmit biue- 

Mac Hartley, free lance displayman:; and : , o scale. Please submi ue 

1. . “Pie -—* estates, penthouses, home own- print, sketch or simple drawing. 

treasurer, Lloyd Sanders, free lance dis- ers and fountain lovers all over We will make recommendations 

Jayman & the world. Our organization iS’ and estimates. 
—— geared to accommodate you on 


lisplay blanks with a superior finish 


YOU WOTK wit! Del 


melatalci any 


1240 N. Homan Avenue « Chicago 51, Illinois 











if our stock units are not 
adaptable to your plans, we will 


Div. DW-A 


Manufacturers of Pumpsé 

| CANAL ELECTRIC MOTOR, INC. Water Display Fountains 

SOURCE SERVICE 310 CANAL STREET © NEW YORK 13, N.Y. © Telephone: WOrth 6-1377-8-9 

If in any of the illustrations in DIs- | 
PLAY WORLD you see some property, | 
fixture, mannequin, or other display | 

equipment which interests you particu- | FLASHERS 
larly, we will be glad to supply you with | 

the source from which it can be ob- | ® Since 1900 
tained. Just address your inquiry to the | 
Editor, DISPLAY WORLD, Cincinnati | Force Attention, Increase Advertising Value 


|, and it will have prompt attention. “Ww IA a> xX. 
Fe] ELECTRIC COMPANY P ban, Moter 


Motorless 355 RIVER ROAD RIVER GROVE, ILL. Driven 
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ES in 


Springtime Lit Week 
—We Remember When— 


PRINGTIME LU 


store 


WhEK, the 


promotion of Lat 


annual 
wide Brothers. 
welcome to Philadelphians as the 
bhey that they 
pertormance a_ littl 


addition to the ex 


represents know 

aA display 
ordimary a 
finesse with which 


pected merchandising 


normally is associated 
last vear the them tor the 
ran trom April 9-16, was “Old-Fashioned 
it Weel with the catch line “We 
ber When acl 


Coniras!t hetween thie 


he store 
sale, whicl 
Remem 
showed thr 
and customs 
turn of the 


window 
Costumes 
and those ct thie 
and 


lige. pPraps Were 


Philadelphia 


\ntique « 
tha tore by the 
Art. the Franklin Institute, The 

ce Company ot North America and 
mdividuals am and around Philadel 
attractions ot the 
the old-tashioned 


bigpest 
barber 
viich was open to the pub 
that 


and 


During time, Various 


cal celebrities, radio television pet 


onatitue appeared in the window to. get 


have and a hatreut tor “two-bits” and 


Cent lien lhanne I+ zac ly Was presented 


a shaving cup with his name on it, a 


Pan and al handle bat mustache to 


Al L tye 


i tiie kel 


mivited to step up tor 
the old 


machines tor a 


public was 


shine and to view one ot 


Laryie hand crank hlaovis 


Proceeds trom these two attractions 
donated to) t hye 


perry 
wer \merican (Cancet 
SOcrety 


that the 
“hevstom 


During thr Linnie shop Was mn 


“order” 
miaster ot} 


cope ration, a Kop’ kept 


outside the shop and acted as 


ceremonies while the barber and shoeshine 


boy plied their trades inside 


‘The 


barber shop was fitted out in authen 


58 


Annual promotion takes on 
old-fashioned flavor . . . Barber 
shop in window offers ‘'two- 


bit" haircut and nickel shine 


. . . Other displays contain 


similar memorabilia 


tic detail with some of the props loaned by 
the Tripoli Barbers Supply Co., and others 
rented local During 
period, the inhabited 
harbet customer com 
mustaches and the 
Nineties” This 
window, which 1s shown here, created a lot 
there 


irom a antique shop. 
shop 


and 


its closed was 


by a mannequin 


plete with handle-bas 


latest mn “Gay costumes. 


of activity: Was a crowd outside all 
day long 

Next to the 
window which was 
It depicted the 100th 


Transportation. In 


Shop was another 
traffic stopper. 
\nniversary of Street 
this window, 
a collection of photographs was shown out- 
lining the progress of the trolley car from 
to the present day trackless 
The store was tortunate enough to 

fine collection ot model trolley 
cars built by hobbyists around Philadelphia 
exhibit of trolley transfers 


Barbet 
also a 


Railway 


the horse car 
trolley 
obtain a 


as well as an 
and tickets. 

Another during the first two 
days of the sale was a 1915 Hupmobile car 
that was driven around the main city 
streets. A placard on the sides of the car 
proclaimed Lit Week. The lady passenger 
authentic costume of the period 
as did the driver 

The imterior of the 


attraction 


wore an 


store came 1n_ for 


tind 


” a 
' 
, 4 
Sati * Ahecoseay 


its share of attention through the use of 
cigar store Indians on some of the headers 
and old-time fire engine models on others. 
Posters were distributed on columns and 
headers store wide. 

A unique employes contest was carried on 
during the sale. A roulette wheel, numbered 
one to five, was stationed inside the door 
where the employes enter in the morning. 
An employe was selected at random and 
asked to spin the wheel. If the number 
that came up agreed with one preselected 
in a sealed envelope, every employe in a 
department which made its “goal” for the 
day received $2. If the numbers did not 
agree, the prize was $1 each. Non-selling 
co-workers had a contest all their own in 
which one ticket was granted to each em- 
ploye maintaining perfect attendance and 
punctuality for the duration of the sale. 
At the end of this period, the tickets were 
placed in divisional drums from which a 
drawing was made for prizes of $5, 20 such 
prizes in each of three divisions. 

According to Tom Comerford, talented 
and imaginative display director, it was 
“one of the most successful promotions we 
have ever had. It was fun to do and 
brought excellent results.” 


Pratt Teaches Display Course 
At Youngstown University 
One of the tew 
devoting an entire 18-week, credit 
hour course to the study of display is 
Youngstown (Ohio) university, where Earle 
W. Pratt, accomplished display director for 
Strouss Hirshberg’s, is the teacher. The 
store supplies the lecture room and the dis- 
play shop becomes the laboratory where the 
students apply their classroom theories. 
This designed for the School 
of Business Administration, and the students 
are usually advertising or 
majors. 


colleges in the country 


three 


course is 


merchandising 
It is designed to give the student 
the basic knowledge of display and show the 
importance of visual merchandising how 
advertising and display stimulate sales and 
customer motivation. 

hours a week and 
this is divided into two parts. The first part 
lectures by Mr. Pratt, guest 
speakers and various artists in the display 
field. 


cussion, problems and theory as well. There 


The class meets three 


consists ot 


Some time is devoted to class dis- 


is a scale model ot a display window tor 
the use of the students and speakers in the 
lecture room. 
The second part is the actual preparation 
ot a display by the students in the store's 
Working in teams of three, 
and build their install 


the window, dramatically light it and sign it. 


display shop. 


they design props, 
The completed propect is photographed. The 


shop contains a full size display window, 


without glass, where the students set up 
their displays. 
In addition, 


a survey or 


must complete 
which includes a 
sketch, interior 


store posters and 


each student 
term paper 
survey problem, a window 
display, advertising tie-in, 
a display for a local manufacturer 

During the course all phases otf display 
are studied: layout, balance, color, design, 
lighting, merchandise selection, props, ma- 
terials, store planning, traffic control and 
dramatic effects. 
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DISPLAY AIDS AVAILABLE 
FOR NATO CELEBRATION Theil 


The American Council on NATO, Inc., 
bration of the Tenth Anniversary of the 


North Atlantic Treaty Organization. Be- 
ginning April 1, the Tenth Anniversary 
Year will be observed in communities across 
the nation with the cooperation of over 110 
national voluntary organizations. 

On April 4, 1959, the foreign ministers 
and NATO ambassadors of the 15 member 
nations will meet in Washington where the are easy to dress . . . they show gloves in 

North Atlantic more graceful and varied poses .. . they save 
Treaty was signed | the gloves from stretching and tearing .. . 
just ten years ago. — _ ail and THEY'RE EXCELLENT FOR HOLDING 
President  Eisen- OBJECTS SUCH AS HANDBAGS AND UM. 
hower proclaimed BRELLAS, ETC. 

the the “Salute to , 
NATO” in March, $10 

and governors and | pr. 


Sole distributor U.S.A. 





These are the famous imported wooden 
hands, displaymen have been asking for. 
Graceful and articulated in ALL fingers and 
joints, they fit on mannequins same as regular 
hands. 

The advantage in using them when displaying 
gloves are many . .. they save much time and 





mayors are expected 
to issue proclama- 


va f 

| gm . a = ¢ 
tions for their own | AT om i? @) a 
woe weiccons | Gowe ovo | HERIBERG-ROBBINS, INC 
areas. All segments | _ oll —__ ‘ * 


ot the business and | Te order mark as to lug or hole fitting. 110 W. 30th Street, New York 1. M Ve3 


civic community have expressed interest in PE 
cna agg A man 6-3585 
cooperating in this program. Mail orders filled immediately ; 


. Write for info on other wooden glove hands 











After the two-day meeting in Washington 


the foreign ministers and ambassadors will | e 

be making appearances in various cities | —S$o Low In Price Cw GH 

; eee 

throughout the nation. Some cittes, such as | 

Philadelphia, are already planning their an T S | YOUR DISPLAY LIGHTING oa ¢ 
niversary events for April 4-7. This means 0 upp ement ee $ 
that key cities will have tront page news | Show cases; store windows; signs; interior displays, etc., get a juxurious lift in sales appeal 
Stories concerning local activities during when one or several PEE WEE spots are used. Ideal for short range we aco white and color 
‘ Seen aie tek ONTAT aw’ te lighting. Handy for top, side or high lighting. Unit is compact, lightweight; has polished 
annive rsary week. NA LO Day On mirror, Fresnel lens; universal mounting bracket; gelatin color holder and 3 sheets of assorted 
April 4, the date of the signing of the treaty. | colored gelatin; black and silver wrinkle finish; size: 4'/)°' x 5° « 2!/°; Range: from 12" 
Cooperation in setting up window displays | spot to 36" spread at 3 feet, 


is a project of the NATO Window Display ag Ee Not Include Bulb ; 

Committee, which 1s under the chairmanship 

ot Mr. Arthur Kaufmann of Philadelphia's | ALSO . MODEL 

— » oy we — - BEST 400 WONDER SPOTLIGHT f | van wee 

ecutive head of Gimbel brothers, Philade ‘ ) SPOTLIGHT 

phia. Other members include Mr. Gordon BEST AUTOMATIC COLOR WHEELS 

Greenfield, president of City Specialty DISPLAY LIGHTING ACCESSORIES 

Stores, Inc. and Miss Dorcas Campbell of 

the East River Savings Bank, and a former © 

officer of the National Association of Bank 

Women. This group is a sub-committee of Write For Literature 

the Advisory Committee tor the NATO 

Tenth Anniversary. © 
On Mr. Greenfield’s instructions, John Let BEST Help az 

Liles, the display manager of Franklin 

simon, New York City, will set up NATO You Do A Better i 

\nniversary display windows on Fifth ave Lighting Job! — , THE BEST DEVICE co., 

nue and in 20 branch stores. He will also INC. 

design the seven-window display for the 10921 Briggs Road, Cleveland 11, Ohio 

Rocketeller Center branch of the East River 

Savings Bank in New York City Miss 


Campbell, Mr. Kaufmann and Mr. Green From aul’ #2" furring strip 
held M ill contact representatives ol thear M B Kk; to a > ae x > a. Timber. 
association to encourage window displays in i j [ | 

department stores and banks. Photographs, 
advertising proof sheets, and other visual 
materials including the Tenth Anniversary 
Kkmblem as pictured here, will be supplied 
tor displays upon request to the American 
Council on NATQ. In addition, many of | Celotex 
the local retailers and banks will be ap Mouldings e FAST SERVICE ” 














Masonite Cut to your specifications by one of New York's 
LARGEST and most DIVERSIFIED Lumber Companies. 


proached by a delegation of civic leaders in 
their cities asking for cooperation in the 


community “Salute to NATQ.” Homasote T U L N QO y LUMBER 
Further information and materials are Plywood & TRIM CO. INC. 
| 17 Ridgewood Place Brooklyn 27, N. Y. 


GLenmore 5-414] 
There are more Special Items in this MODERN Lumber Yard than in any other in New York 


available from the American Council on 
NATO, Inc.: 22 East 67th = street, New 
York 21], N. Y 


Upson Board 
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meet 
your 


LUSTRA 
man 


a Lighting Specialist who can show 
you how to LUSTRA-lite for great- 
est economy! 


LUSTRA’S superior design and con 
struction insure that LUSTRA 
double-duty lamps burn brighter 

longer... preatly reduce main 
tenance costs. LUSTRA actually 
adds to profits with GUARANTEED 
performance! Ask the LUSTRA 
MAN! 





At last! The First Color-True 


Fluorescents... LUSTRA NORTHLITE 


: ES ‘ ? . 
40 & ” 
Ot Tht ’ 
” tet ‘ 
t a . a 


Here's the engineer's dramatic light- 
ing answer to the color control prob- 
lem—Lustra Northlite—the first 
fluorescent to approximate the de- 
Sirable lighting of the artist's sky- 
light. This unique lighting permits 
every industry, every store, every 
producer of color-true products... 
in printing, textiles, or plastic...in 
department stores, dress salons, 
furriers, milliners, haberdasheries 
...19 Sales areas, work areas, dis- 
play areas...to change from the 
present over-blue or over-red lamps 
to 24-month-guaranteed Lustra 
Northlite, approximating 5500°K. 
temperatures to a point where your 
color guess-work is ended. Now 
available in all standard sizes... 
for your present standard fixtures! 


Send immediately for the full tech- 
nical details on the amazing new 
LUSTRA NORTHLITE fluorescents! 


LUSTRA-LITE NOW FOR MORE SALES! 
Dept. DW-4 


LUSTRA CORP., 32-33 47th Ave., L.1.C., N.Y. 


LUSTRA—AMERICA'S DATED LAMPS 





The 
Fabric 
Shop 


—Radical Approach 


One window for fabric display; 
the other for eye-catching 
seasonal or holiday themes... 
She stresses the “homemade” 


N UNCONVENTIONAL and _= radical 
A approach to display 1s that conducted by 
Phe Fabric Shop, Lambertville, N. J., 

where Mrs. Dorothy 


owner, has incorporated her extensive stage 


Slesinger, wife of the 


design experience mito the shop's two small 

windows 
One of the 

displaying featured fabrics, never using more 


windows 1s always devoted to 


than one or two materials, very simply draped 
on a suitably contrasting background. Usually 
the only prop is a flower arrangement or some 
objet dart which complements the pattern or 
color of the fabrics displayed. 

Phe other window 1s where she really turns 
on her creative talents 
to the task of every 
passerby through proper combination of origi 


This one is devoted 
catching the eye of 


nality, color and design—and it seldom fails 
lt usually expresses the theme or mood of a 
particular season Ol holiday and does not 
necessarily feature any fabric material at all. 

Drawing upon her past experience in stage 
design, Mrs. Slesinger treats this window as 
if it were a stage. It has to be dramatic, 
artistic and eftectively lighted. As a contrast 
to the imaninate material in the other win- 
dow, she uses a good many figures, all of 
which she makes 

Last Laster the window contained two rab 


bits about three feet high, a boy and a girl 





Both were sitting at a small table with kinder- 
garten chairs, painting a huge basket full of 
Faster eggs. On the table were paints, 
brushes, all in the state of disorder that 
children could be expected to make at that 
time. The figures are constructed of wire and 
paper, and their costumes made from scraps 
of material from the shop. 

She finds it unnecessary to spend any large 

sums of money on the windows, and often it 
costs nothing but a can of paint for the back- 
ground. Tree branches, straw, sand, corn 
stalks and leaves are effective and cost abso- 
lutely nothing, as they can be gathered on 
weekend excursions. 
Mrs. Slesinger does 
make use of artificial grass mats, flowers and 
The latter she “plants” among real 
rocks in a natural way. 


be r outde Or scenes, 


foliage. 


Pictured here are a harvest window and a 
(Christmas window showing her display tech- 
nique and originality. The Christmas display 
contained a city of skyscrapers made from 
packing cases, with theatrical amber gelatin 
in back of the cut windows. The background 
contained a painted skyline against a dark sky. 
Spotlighted in the center was a typical brown- 
stone house made from a cardboard carton 
warm and appealing 
about Santa (Claus going down its little old 
chimney in the heart of the great city. 
concentrates on the 
central scarecrowish figure playing a fiddle in 
the light of the painted moon. Straw on the 
floor and cornstalks on the sides complete the 


There was something 


The harvest window 


scene, 

This past Christmas Mrs. Slesinger incor 
porated a six-foot high greeting card of the 
Currier & Ives type, saying “Merry Christ- 
Beside it was a matching-in-size en- 
velope with a painted four-cent stamp (Luin 
coln head), cancelled and addressed to “‘Lam- 
bertville, N. J.” “A lot of good will was 
created among the passersby, many of whom 
paused to extend us good wishes in return,” 
Mrs. Slesinger commented 


” 
as. 


sy making it a point to stress the “home 
made” look of these windows, Mrs. Slesinger 
their curiosity. Women especially 
come in to ask “How did you do it?” They 
stay to look over the fabrics in the shop. 
“You can’t ask more of display than that, 
even if it is a radical and unconventional 
approach,” she attests 


arouses 
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Store Planning Clinic 


Conducted by Kiley 

“Give your store a 
fundamental advice of Jim Kiley at two 
store planning clinics in New York City 
recently. Sporting goods retailers from 12 
states listened to him issue the call tor 
store owners to “change your store around 
ever so often. It everyone a lot of 
good, including you and your sales people.” 


treatment” was the 


does 


Mr. Kiley, who has been a professional 
store designer for more than 30 years, also 
expressed his enthusiasm about the open- 
front display window, by encouraging retail- 


—Jim Kiley explains construction of fixture at 
store planning clinic— 


ers to “Go down to the 
of helpers, arm crowbars 
and hammers, and rip the backs out of those 
windows. With backless windows you'll be 
in business to do more business.” 


with a couple 
with 


store 
yourselves 


Rather than laying emphasis upon large 
expenditures necessary to get a renovation 
program underway. Mr. Kiley stressed that 
all it takes is a can of inexpensive rubber 
ized paint and a roller. A “treatment” does 
not necessarily mean new fixtures, although 
he would certainly 
chase if needed. 


recommend their pur 


What it does mean is application of some 
paint, changing of decorations, maybe some 
new department signs, or perhaps 
physical rearrangement and replacement of 
merchandise 


a simple 


“Practical 
Store’ for 


article 
Every 


Mr. Kiley prepares the 
Display Suggestions for 
DISPLAY WORLD. He is also store de- 
sign editor for the Sporting Goods Dealer 
Sponsor of the clinics, and 1s associated with 
the 26-store Grossman Hardware Co 
in New England. 


chain 


Four Seasons Names 
New England Representative 


Displays, Inc P 4K) Weybosset 
a have recently been 


( rown 
street, Providence, R 
appointed 


representatives for Four 
Associates, Inc., 141 W 24 street, 
New York City, for the entire New England 
area. Discussing the Marvine 
Kline, Four Seasons sales manager, promises 
that this New 
England stores of prompt service and deliy 

eries on all their display items 


sales 


Seasons 
appointment, 
assure 


appointment will 
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Create Spectacular 
Floral Displays 
with “POLY-FOL” 


Poly-Fol lifelike polyethylene plastic 
foliage will give your displays that 
magic ‘natural’ appearance. 


‘ oy 
oY Pat | 


‘., uh 
al | 


Poly-Fol is pliable, non-com 
bustible, waterproof; resists 
fading, dust and heat. Folli- 
age and colors are so life- 

like since they are 
A, molded and matched 
7 from the living leaf. 


“ 





Distributor Inquiries Invited 


| 
: » ee én J * . 4 
<< Mer me A " 3? " 
~~ Yo 


Over 35 foliage styles and special planting arrangements are available. 
Write for new catalog and prices. 














atio Cascade 
by RACECRAFT 


Today's finest self-contained waterfall unit. 
No plumbing required. Assembled in 15 min. 


INQUIRIES 
INVITED 


T ) 
Wy 
i aK OW HAA 


— 
For Free Brochure write: eo 
SS  _ 


Wy a 
RACECRAFT 8474 Garvey yy San Gabriel, Calif. 




















AUTOMATIC WOOD TURNINGS 
All Types of Finishing 
Dowels and Balls in Stock 
H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 


@ Rustic Frames 

@ Rustic Boxes 

@ Bird Houses 
& Feeders 


BIRCH Poles & Branches 
CEDAR Poles & Siabs 


RUSTIC 


Furniture Co., Inc. 
Parkcroaf?t 

Phone NAtional 
Williamstown, 








9-6479 
J 


| RUSTIC & WESTERN DISPLAYS | 
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wortuiob's HANDIEST 


DISPLAY HELPER 
Amazing New 


“DRY- stik” 


DRY 
RUBBER 
CEMENT stk 


in Revolutionary STICKS INSTANT 


STICK : 


Form 






























ideal for Mounting, 
Pasting, and Attaching: 





SIGNS — Practically everything! 


Mucilage, Liquid Cements 


Window trim or mass display—new “miracle” 

DRY-STIK helps you do it quick, clean, 

and easy! Rub lightly on paper—makes it 

instantly pressure-sensitive for easy, tem- 

porary or permanent adherence to any sur 

For heavier articles, pinch off a small! 

piece to form invisible, firm mounting .. . 

do so many jobs without pins, staples, tacks, 

et Start now saving time, work, money- 

with amazing DRY-STIK! 

@ Nen-infilammable, non-toxic, odorless 

@ Waterproof 

@ Will not shrink, ceri, stain, or discolor 
paper, cloth, etc. 

@ Nething te spill, break, spoil, er dry eut 

@ Lasts forever, eliminates waste 


SPECIAL TRIAL OFFER! 


Order with 


confidence— 2 STICKS coke $1 00 
SATISFACTION » OMY postpaid 
GUARANTEED! One Dozen—only $5.30 

Tested & Approved by Walgreen 
Marshall Field The Baie 


& many others 


Sears Roebuck 


MAIL THIS COUPON TODAY! 
DRY-STIK COMPANY 
— Dept. DW4 
43564 N. Kedvale Ave., Chicago 4), Ill. 
RUSH Sticks of DRY-STIK @ 2 fo 
¢ $1.00, 12 tor $5.30 
; Check or Money Order enclosed for $ — 
Name 
¢ Compan) Name 
: Address 






BEST YET 
GRASS MATS 


BRIGHTENS ALL DISPLAYS 
3/4 x 6 ft. Most Popular—Mat Weighs 6 Ibs. 
High Tufted Stitched to Burlap. 


JOBBERS PRICES 
F. ©. B. our Cincinnati, Ohio factory 


50 mats $2.40 each 
25 mats....$2.50 each; 6 mats... .$2.75 each 


Buriap 18 colors 








Linen Theatrical Gauze — Fishnets 
VAN ARDEN FABRICS MNERS. 
Division N. Y. TWINE CORPORATION 
110 MURRAY STREET NEW YORK 7, N. Y. 





Every Twine or Rope. Every Need. Buy Direct. 
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PAPER @ CLOTH e@ PLASTIC @ PACKAGES | 
@ MERCHANDISE @ DRAPES @ ‘PROPS @ 


Completely Replaces Old Fashioned Paste, 








(Continued from page 14) 


features beginning in this issue. The first is a 
series of men's wear display sketches combined 
with rigging and forming information prepared by 
Victor Declet, New York City. His articles will 
alternate each issue with a series of men's wear 
sketches by J. Harvey Aslin, an imaginative 
Canadian specialist in the field. 


Another new series entitled "Display for 
the Small Shop" is being written by Miss Anne 
Daniels, Portland, Ore., displaywoman. Her ideas 
for economical and effective displays should be 
of interest to the large store displayman as well 
as the specialty shops. 


One of my most recent gratifying experiences 
has been the receipt of so many letters from 
store officials acknowledging the awards received 
by their displaymen in the 1958 International 
Display Contest. In all cases they emphasize the 
high value they place upon their display opera- 
tions and the individuals in charge. In many 
cases, they remark, the awards were presented at 
special executive meetings, breakfast meetings 
and company parties. Local newspapers were 
notified of the awards and gave them considerable 
publicity, including several photographs of the 
awards being presented by management. Photographs 
of winning displays were themselves placed on 
display for customers and employees to see. One 
firm in Belgium ran a two-page advertisement in a 
trade publication applauding receipt of a gold 
medal, and the magazine also gave the displayman 
an editorial tribute. 


This extensive publicity given to contest 
winners serves a three-fold purpose. It spreads 
the word that management does recognize display 
of merit. It identifies the displayman as an 
individual in his store and community. And last, 
it brings DISPLAY WORLD to the attention of other 
stores in the area. It would be naive of us not 
to admit we are interested in all three. 


Cordially yours, 


DISPLAY WORLD 

















Cultural Pavilion Planned 
For American Exhibition 

A unique, all-plastic cultural pavilion will 
house displays on modern American archi- 
tecture, sculpture and photographic art at 
the American National Exhibition in Mos- 
cow this summer. Costs of the 15,000 square 
foot plastic pavilion are being underwritten 
by a number of American plastics firms. 

Plans for the free-form structure without 
outer walls provide for 70 interlocked natur- 
al (off white) plastic sections. Each section 
will resemble an inverted, hexagon-shaped 
umbrella and will be supported by a 20-foot 
plastic column. The columns will be hollow 
toallow drainage of rainwater and will be 
anchored in concrete slabs. 

The plastic pavilion being built by 
Lunn Laminates, Inc., of Huntington, Long 
Island, and will be shipped to Moscow in 
sections for erection in Sokolniki Park, 
along with two other exhibit buildings 
a gold-anodized aluminum geodesic dome, 
and a glass, steel and aluminum pavilion 
in which American cultural, scientific and 
technological developments will be presented 
in the Soviet Union for the first time in an 
official U. S. Government exhibition. 

The plastic building was designed by 
(;seorge Nelson & Co., Inc., of New York 
City. Albert G. H. Dietz, of the Massa- 
chusetts Institute of Technology, is the con- 
sulting engineer. 


is 


Bert Miller Joins 


Rollmans Swifton 

sert M. Miller, who has been associated 
with Lorens and Miller for the 
past eight years, is now display manager of 
the Rollmans Swifton Shopping Center Store. 
Mr. Miller has been owner of the mannequin 
refinishing firm of Lorens and Miller for 
the past four years, covering the area of 
Ohio, Indiana, Kentucky and West Virginia. 
The mannequin repair shop burned to the 
ground on December 12, 1958. He joins 
Rollmans with a knowledge of display 
through association with display managers 
in this four-state area. He was tormerly 
with J. C. Penney in Cincinnati, Ash’s in 
New York City and 
srooklyn. 

A graduate of the University of Cincinnat! 
Applied Arts College, Mr. Miller was an 
actor in New York and summer stock com 
panies. He now heads the group A.C.T. 
Cincinnati, an association ot 12 community 


Associates 


Brennekmeyer’s in 


theatres in the greater Cincinnati area 


Belgium Firm Publicizes 
Gold Medal Award 


In the January 
monthly publication by 
and related article 
gium, two-page advertisement 
of the award of a gold medal to J. P. 
of A. Kinsbergen, 
and distributors otf 
medal was won tor 
Month in the October, DIS 
PLAY WORLD. repro 
duced the cover of the issue and the winning 
display, to the gold 
medal in the jewelry category of the inter 
the 
issue was an editorial praising this accom 


ot Technica, a 
the jewelry, watch 
manufacturers sel- 
telling 
Hans 
manultacturers 
The 
the 


ISSL¢ 


ot 


is a 


Brussels, 
Pontiac watches 
the Display of 
1958, issue of 
The advertisement 
which win 


went on 


national display contest elsewhere in 


plishment 
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Shirt 


statues 


Forms from _ stiff, 


into 


, = 5 
Aion 5 


and naturally without 
down or padding... 
out-moded forms. 


look better 
all garments simple . 


“ACTION ARMS" 
brass with 2-way bullet swivels that turn 
180° and 360°. 


Easily attached to any form 


Only $8.95 pair 


UNCONDITIONALLY GUARANTEED 





DISPLAY AIDS CO. 





Pinned down sleeves 


go UP in ARMS! 


, a / you can convert your SUIT and 


silent 
EYE CATCHING, 
LIFE and ACTION with ARMS. 


allow garments to hang smoothly 
pinning 
even on old 


make SUITS, JACKETS, SHIRTS, 
etc. become ALIVE with ACTION 

. attract more attention... 
make dressing 
. . Save Time. 


ore made of wood and 


to 


Buy them at your dealer or order direct 


18115 MIDDLEBELT RD., LIVONIA, MICH. 


WINDOWS ARE THE EYES OF YOUR STORE... ATTRACT EYES TO THEM 














2 Bee 
.¥ 4 


Don't Wait! Get the FACTS! 
TRIPPE MFG. CO., 


OUTDO 


New! YOU CAN'T FAIL TO ATTRACT ATTENTION 


with This Sensational 
REVOLVING 


COLOR CHANGES 
EVERY MINUTE 


PERFECT Fo 
R INTER; 
OR end OR, 


WIN 


Native DISPLay 


This lantern is 
fascinating to watch... 
a tremendous selling AID! 


A rainbow of beacons continuously revolves flash- 
ing its attractive aura. The only limit to its uses is 
your own imagination! Lantern mounts easily by 
its hanging bracket. 10” high, 6” dia. Built like a fine 
watch for years of fool-proof operation. Weather- 
proof! 


Dept. D-8, 133 North Jefferson, Chicago 6, Illinois 








SHOULDER COVERS 


Vinylite window-clear — vinyl polythene. 
Price list & samples on request. 


JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 





DISPLAY TURNTABLES 
® Heavy Duty ® All Steel 
SIZES FROM 34” UP 


Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 £.134 S*., Bronx 54,N. Y,. 
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GIVE YOUR DISPLAYS 
NEW DISTINCTION 
WITH VERSATILE 








ACCO-FAB texrite covors 





Acco-Fab's amazing versatility makes 
screen printing of fabrics, display 
board, paper and allied surfaces 
easier than ever for your most exact- 
ing display requirements. 


Equally adaptable for hand decorat- 
ing, spray printing and biock printing. 
WRITE FOR SPECIAL IDEA AND DATA 
FOLDER. DEPT. DW-28. 


THE AMERICAN CRAYON COMPANY 
NEW YORK 


SANDUSKY, OHIO 











FEATHERS 
for DISPLAY 
OSTRICH FEATHERS 


all colors and sizes 
MARIBOU in 2 yard strings 


all colors 


Excellent delivery 


SOUTH AFRICAN FEATHER CO. 


1015 Filbert St.. Dept. W 
Philadelphia 7, Pa. WAlnut 5-5219 
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® PLEASE MENTION DISPLAY WORLD ® 


WHEN WRITING ADVERTISERS 


MANHATTAN KALEIDOSCOPE: 
SHIFTING SCENES AND SEASONS 
[Continued from page 23] 


American dresses m 


The dress on 


the featured 
navy blue. 


designer 
the center manne- 


quin had a white lace top. All wore navy 
shoes, white gloves, pearl and _ rhinestone 
jewelry. The legend for the window was “The 


sign of American Fashion is quality seen 
here in chiffon from our American Designers 
Collection...” 

“Altman’s Spring Spectacular ‘lashion-not- 
Fortunes!’ presents parfait colors, the gayest 
news offered makers!” was the 
caption for a display at B. Altman & Co., 
where Anton Hleller is the display d rector 
The floor was a flat grey with the walls of a 
very dark Blown up rolls of coins in 
bank-type wrappers were used as properties 

side of the window was a roll of 
wrapper paper and the copy was let- 
(jiant sized, 


ever Career 


grey. 


To one 
yellow 

tered on the unrolled end of it. 
mock coms spilled from some of the rolls on 
the floor. Labels on the large rolls read “$10 
quarters” on orange wrappers, “$5 dimes” on 
green wrappers, “$10 Halves” 
Nickels” on yellow, and “50c¢ Pennies” on pink 


' ‘ame 
on beige, $? 


Three mannequins were posed with the rolls 
The first wore a blue dress, white 
black shoes, « 

The 
roll of 
a brown hat, gold bracelet, 
and gold and pearl necklace. She carried a 
beige and black bag. The third mannequin 
wore a plaid coat in pastel shades, pink shoes, 


of coms 
gold pin, and 
mannequin, 


hat, white gloves, 


blue beads. second 
the 


dress, beige shoes, 


pale 


standing on coins, wore a_ beige 


a beige hat, beige gloves, and held one of the 
huge dimes im her hand 


Milgrim promoted furs in an amazingly 


different way. Joseph Miller, the display d1- 
rector, chose a four drawer file cabinet as 
property for one display and supermarket 


shoppers’ carts for another. In the one pic- 
tured, the filing cabinet was painted in gold. 
Behind it the wall was a blue, lighted with 


black 


blue, and the floor was covered by a 


rug. White paper covering the window front 
had been torn from the center to reveal the 
display staged behind it. One end of the 
copy strip fastened to the file cabinet was 


pinned to the torn paper at the window front. 
Phe read “Now is the time to acquire 
that extra mink.” Small mink pieces bulged 
from the open drawers of the filing cabinet. 
Labels on the drawers read, from the top, 
“Cerulean, Diadem, Autumn Haze, and Dark 
Ranch,” with the dark ranch spilling onto the 
Hoor. 

\ jeweled clock stood on top ot the cabinet. 
\ mannequin and gold 
frock, a dark ranch mink coat, white shoes and 
green and gold earrings, had a large gold key 
on a golden chain about her neck. She stood 
beside the cabinet inspecting a mink stole. <A 
large sign outside the paper framing bore the 
legend “Las! Milgrim’s Fur Sale 

Paul Vogler, display Lord & 
Taylor, staged a circus in one window, using 
the caption, “I have a little sister 
a circus! ‘Wash and Wear’ dacron and cotton 


Ct py 


dressed in a_ beige 


+ 


\ eek 


director for 
we have 


! 
dresses... 

Curly pik papel b:ts covered the floor 
Phe back wall was a deep green. Pink and 
red hoops were suspended through the window 


space. Two small stuffed, red monkeys were 


playing in the two top hoops. A large stuffed 
lion was near the window ledge. 

Three pairs of sisters were posed in match- 
ing dresses. The first pair of sisters wore red 
and purple plaid dresses, purple hair bands and 
pink shoes. The larger girl stood near the 
window front. In one hand she clutched a 
bunch of colored balloons, with the other she 
hugged a stuffed lion that had a red mane. 
The smaller child was posed behind a hoop. 


The center set of sisters wore orange and 
pink plaid, pink shoes and orangy bows on 
their pigtails. The smaller of them stood 
holding to the long string of an orange 
balloon, while she watched her bigger sister 
suspended as though jumping through a pink 
hoop above her. 

The third set wore pink, red and purple 
striped dresses and pink shoes. The larger of 
these two was coming through a pink hoop 
on the floor. <A stuffed elephant stood on the 
floor nearby. 

Three simulated, weathered wood pilings 
and sand turned one of the Tiffany windows 
into an underwater scene. Gene Moore, who 
directs the display for Tiffany, used blue felt 
on the back wall of the window and washed 
it with blue light. Sand covered the floor in 
drifts as though tide swept. Tiny cactus 
plants and grasses served for sea foliage, and 
shells, coral branches and pottery fish com- 
pleted the naturalistic illusion. A handsome 
shell-shaped bowl near the window front, on 
the sand, was filled with water. 

Felt walls washed with light and nautical 
motifs related the group of five windows into 
a series. One was a table setting — with the 
nautical note, a shrimp cocktail! One used 
wood block-and-tackle as contrast to delicate 
crystal stemware. Another had ships’ rope 
fenders as foils for diamond jewelry. In 
the fifth, a heavy black metal anchor was 
suspended in the window by a heavy rope, 
and diamond and = sapphire jewelry 
arranged with it. 


Was 


Former Displayman Opens 
Advertising Agency 

John Will Creasy, former display director 
and more recently publicity director for 
Hieronimus’, Roanoke, Va., has opened his 
own advertising agency, Associated Advet 
tising. The firm is unique in that it is one 
of the few agencies which handles the regu 
lar media plus display and trade show ex 
hibit work. He reports that Roanoke is be- 
coming an important trade show cente1 
The firm already has several display and 
exhibit assignments. 

He would appreciate any information, firm 
names, etc., which would be helpful to him 
in producing displays and exhibits. The 
agency is located at 7/09 First Federal 
building, Roanoke. 


Gold Ink Applied 
To Corrugated 


Bemiss-Jason, one of the nation’s largest 


manufacturers of single face corrugated 


papers, Redwood City, Calt:., has pioneered 


the use of gold inks on corrugated paper 
backgrounds in their new = spring designs 
called Display-Tex. Write to the firm for 


more information 


DISPLAY WORLD 





Ready-Made Art 
Contained in Portfolio 

Unusual light-touch drawings, of a quality 
never before available in stock art, will be 
offered art users in the 5th Annual Idea 
Art Portfolio, scheduled for release on 
April 15. The great variety of themes re- 
flects distinctive art interpretations of the 
many topflight artists who have participated 


in creating this volume. Among the new 
treatments introduced for the first time is 
tone art, screened for line reproduction. 


Seventy pages of original art, along with 
12 pages of index, are contained in this 
portfolio. The 100 drawings in the portfolio 
have been designed to be adapted to literally 
a thousand situations. The creative possi- 
bilities of the art are unlimited, spurred 
along by idea-stimulating headlines which 
accompany the art. 

The price of the complete portfolio is 
$29.50, including reproduction rights. Print- 
ing 1s on coverweight Kromekote and the 
pages are contained in a handsome, sturdy 
loose-leaf ring-binder for easy handling. 
The Portfolio is mailed on approval for a 
five-day free examination by Idea Art, 309 
Fifth avenue, New York City 16. 


POPAI Exhibit Opens. 
In Chicago March 24 


The Point-of-Purchase Advertising Insti 
tute’s 13th annual exhibit, March 24-26 at 
the Palmer House, Chicago, will be the big- 
gest ever and will incorporate many valua- 
ble innovations, the association announced. 

Twenty-four executives, representing both 
advertisers and retailers, and all vitally 
concerned with improving the effective use 
of point-of-purchase materials in retail 
stores, will present their views and lead 
roundtable discussions at six concurrent 
POPAI Merchandising Clinics from 9-12 
noon, Wednesday morning, March 25. They 
will be oriented by types of retail outlets, 
such as food stores, hardware stores, drug 
stores, service stations, beer and liquor out- 
lets and appliance, variety and department 
Admission to these clinics is free 


stores 


Housewares Club Installs 
Guest as President 

The Statler hotel, St. Louis, was the scene 
of the recent installation of Harry Guest 
as president of the St. Louis Housewares 
Club. The Housewares Club membership is 
composed of manufacturers, wholesalers and 
retailers engaged in the sale of housewares 
items. 

Mr. Guest is president of the St. Louis 
Display Guild, chairman of the current 
Ritenour YMCA Membership Drive, a mem 
ber of the Ritenour Board ot Managers, a 
member of the Clayton Chapter, Order of 
DeMolay Advisory Board; a member of 
the local United States Savings Bond Com 
mittee, and belongs to Post 179, American 
Legion, having served in the armed forces 
during both World War II and the Korean 
War. 


New Balloon Catalogue 
Contains Complete Line 

A 24-page catalogue in full color shows 
the complete line of balloon products by 
Pioneer Rubber Co., 496 Tiffin road, Willard, 
(ohio 
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Paramir (A)—dramatic multi-color mirrors 
Parafiex (B)—silver & colored faceted sheets 
Mirror Decor—loose pieces in all shapes 
Mosaic Glass Tesserae—Plastic Mirrors 









Your source for materials, mirror balls, 
and finished units to your specifications. 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 
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INCORPORATED 


Display Designers and Manufacturers 
SECOND AND MASSIE STREETS, PORTSMOUTH, OHIO 








ORIENTAL and 
TROPICAL DECORATIVES 


Rattan-core Rickshaw 
Height, approx. 4 ft......$60 


Bamboo and rattan poles, netting in assorted 
colors, starfish, shells, palm leaves and many 
other exclusive items. We can supply your 
needs at lowest prices. Write for circular. 
REPRESENTATIVES WANTED 


Pan-Asia 


COMMERCIAL CO. 
Importers 
Exporters 


TROPIC ART 








16823 LAKEWOOD BLVD., BELLFLOWER, CALIFORNIA 














Real Fur—Life Size 


SCOTTY—22" long 


Black or Brown $7.50 
POODLE—20" high 

Black or Brown $8.50 
SQUIRREL—14”" long 

Beige and Brown $3.50 





MADISONIA 
MANIKINS, INC. 


NEW YORK @ 152 West 25th Street 
CHICAGO e@ 11 South Desplaines 
DALLAS @ 3007 Canton Street 
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Dale Brown Promoted 
At Sanger's, Dallas 


Dale Brown has been named associate dis- 
play director at Sanger’s, officials of the 
Dallas store have announced. Mr. Brown 
joined Sanger’s as a member of the display 
staff in July, 1946, and was appointed 
assistant display director in 1950. He came 
to Dallas and Sanger’s from Sulphur 
Springs, Texas, where he was assistant 
manager of a fashion specialty shop, La 


Mode. 


A New Concept in the Method 
of Teaching Mannequin Art 


THE ABSTRACT 
VISUAL-POINT PICTURE 


A Substitution for the Written Word 


There Are Hundreds of Them in Our 
Visual Aid Mannequin Art Course 


This Picture Abstraction is a direct means for the 
mind of our students to immediately grasp and 
interpret a difficult technical idea through the 
channels of sense perception. 


The Abstract Picture belongs to a Chain-of-picture- 
links; is closely associated with the Concrete and 
the Instructional Visual-Point Pictures. This Picure- 
link takes the place of 95% of the ordinary written 
text material. A _ sufficient cause for saving a 
student's time and energy. 





WRITE FOR A FREE BROCHURE 


Dausko Nannequin Art School 


509 MAHONING AVENUE — YOUNGSTOWN 2, OHIO — Dale Brown — 














Mr. Brown designs display themes for 
Sanger’s, major promotions and now will 
share departmental buying and staffing re- 


i L\. EE sponsibilites with Fred Zimmerli, assistant 
au e a sales promotion manager and display di- 
rector for the five Sanger stores. 
Graduated from Sulphur Springs High 
School in 1943, Mr. Brown has attended the 
Amos Fashion Clinic in New York. He has 
studied interior design with Christine But- 
ton Carter, Dallas decorator-teacher, and 
various arts and crafts at the Dallas 
Museum of Fine Arts and Applied Art 
Studios of Dallas. 





OFFERS THE PERFECT HINGE FOR $, Hidden Display Talents 
YOUR 1959 PROMOTIONS fe Revealed in Contest 

A special Valentine display contest 
helped turn the interior of Woodward & 
Lothrop, Washington, D. C., into a decora 
tive free-for-all. Display Durector George 
Payne gave the assistant buyer of each 
} BK department exactly the same list of display 
j VAIS materials from which to create a display: 
two long sprays of red hearts with match- 
ing netting, one shorter spray of white 
A, R Frict. 308 Q | Bi cnpebatts Byae hearts also with matching netting, two 


305 Si H VENUE © NEW Y 


%& GRAND OPENINGS %& LUAU TIME 
*% ANNIVERSARIES *& HAWAIIAN PREMIUMS 
% ALOHA SALES *% FREE ORCHIDS 


' . dozen 3-inch hearts and six-dozen 2-1incl 
ARGLEST SUPPLIERS OF FLOWERS AND — 
PLANTS FOR PROMOTIONS ——=aAly hearts. It is reported that competition 





a . -” Was very spirited. 


Highest Quality Wood Display Letters 
WVefop Mis ara tae WOOD and PLASTICLETTERS ///' / 


” vhs | All styles and sizes. Custom signs — Window — Store | 
20 Stock Alphabets from 1° to 12 high | Directory — Desk — Trade Mark Reproductions | wood letter co. 


206 MAIN PROFESSIONAL BLDG ‘weornvpornaves 


daha 104 W. FOURTH ST — interested in Saliesmen and Jobbers — | 
ROYAL OAK, MICHIGAN ences | 


Write for descriptive literature and prices DISPLAY CRAFT PORTLAND, IND. | 151 WEST (8th ae. NEW YORK it, N. Y. 
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ELEN OF TROY could not have 

launched more “sales” than this lovely 

mannequin posed dramatically at her 
bath. For that reason DISPLAY WORLD 
has chosen this promotion of towels as Dis 
play of the Month. Hollywood's thunder 
was stolen here by Foy W. Mackey, director 
of display for Hemphill Wells Co., San An 
gelo, Texas. He will Medal 
for his efforts. 
the elegant the 
new venetian plastic paneling 1s the gilded 
tub black 


Ribbon-wrapped 


receive a Gold 


Against background of 


atop a velvet-covered = riser 
assortments of towels in 
“exotic colors” have prominence in_ front 
of the tub. The glistening and 
pedestal topped with roses add cohesiveness 
to the grouping: the gentle draping of the 
filmy material and forceful lighting effects 
But don't 
the floor 
the scene. 
The Display of the Month its chosen trom 
DISPLAY WORLD’s 
Contest. In the 1958 
4000 entries 
displaymen in. all 


column 


add the finishing touches forget 
the jewels 


contributing 


scattered about also 


luxuriousness to 


received in 
International Display 
approximately 
received trom 
the world. 
The 1959 


will continue throughout the entire 12-month 


entries 
contest were 
parts ‘) 
contest, as m previous years, 
period and is open to any displayman any 
the world. It 1s not 
subscriber to DISPLAY 


compete, lhe 


where in necessary to 
WORLD in 
dit 
making it possible for 
practically kind of 


he a 


order to contest has 65 


ferent classifications, 
display people in 
enterprise to enter. 


At the 


any 


conclusion Ol the Conrest On) 


APRIL, 1959 


December 3lst of this year, entries in each 
classification will be judged; gold, silver 
and bronze medals will be awarded for first, 
second and third 
each classification. 
division will carry 
second, two; and 


places, 
First 

with it 

third, 


respectively, in 
each 
points ; 


place in 
three 
The 


one person 





1958 Winners 


Swepestakes: George K. Payne, Woodward & 

Lothrop, Washington, D. C._ First Place: 

A. Van Hollander, Gimbel Brothers, Philadel- 

phia Second Place: J. Howard Schneider, 

The Crescent, Spokane. Third Place: Joseph 
T. Sjursen, Frederick & Nelson, Seattle. 





who scores the highest number of points in 
the entire contest will 
gold plaque as sweepstakes prize, 
next three highest will receive, 
gold, and plaques 

entry in the affair is made by 
black and 
by 10 inches in 
will be 


beautitul 
the 
respectively, 


recelve al 
and 
silver bronze 
Means OF 
white 


photography preterably & 


size, although smaller ones 
must be un 


thie 


accepted nar tures 
Qn the 
listed the 


city, address, 


mounted back of photograpl 


should be name, his 


store, 


displayman s 


and thie classification 


under which it 1s to be entered .o photo 


graphs will be returned 
Couch Heads Display 
For Fine's, Savannah 

\l Couch, 


flown and Country, ha 


qirectol 


formerly display 
taken the alii 
Savannan., 


Person 


eketche 


tion with Fine’s, also of 
Mr. prepares the 
ties and The Display 


DISPLAY WORLD 


( ouch l race 


; | 
| ATACE 


; 
| 











SPRING 
GREEN! 


3 day SERVICE to Chicago, Mil- 


waukee, Detroit area. 


3 day SERVICE to New York, Phila- 
delphia, Boston area. 


6 day SERVICE to Los Angeles, San 


Francisco area. 


3 day SERVICE to Miami, New 


Orleans area. 


“NATURALIKE” 


GREEN GRASS 
DISPLAY MATS 


@ The natural look of living grass 
@ Fire-proofed and mildew-proofed 


@ Special sizes made to order in 
any length and width. 


MEMORIAL 
GRASS CO. 


521 EAST 7th STREET 
UHRICHSVILLE, OHIO 


40 years’ manufacturing experience 
in serving display needs. 











This beautiful black 


ebony 


Low-priced Quality TURNTABLES 


completely 
turntable 

It is 

14 high with 7' 

lite top It is quiet 

efficient. Will carry a 

centered load 


enclosed 
is Our newest 
bake 
and 
25 Ib 
Have attrac 
tive jobber proposition. 40% 
off in quan. of 10 or mere! 


Beth turntables are sturdily 
constructed 


” 


No. 10018 $8.00 


bearings 


steel 
ball 


clockwise direction 


Have % 
Standard models 
Motor and 8 cord UI 


Special speeds and direction upon request 


spindles riding on 
24 RPM 
proved 
This turntable, de- 
signed tor the 
display man 
ulacturer, is 
our old work 
horse of which there 
thousands 
It has 
with national 
Ihe %'4 


prestw ood 


are many 
im use been a 
laverite 
advertisers 
lop is ol 
open chassis and 25 Ib. ca 


No. 1001 $7.00 


Attractive prices in 


1,000 and over $3.80 ea. 


The Birk Mfg. Co., Niantic 9, Conn. 


prac its 


Display pe ople pre ter 


this type to build into displays quantities 








WE WELCOME YOUR VISIT 
Now Back in Full Production 


Select Flower & Display Co., Inc. 
124 W. 31 St., New York City 1 


Manufacturing Displays for over 35 years 




















































Legal "Don'ts’’ Explained ; 
le Dons: Maaltns Greatest Values in U.S.A. 


.... Oisplat (realors Federal laws about making photographs SHOW CARD PRINTERS 


or other illustrations of money, immigration 


displas manulactorers permits and other documents are explained $$ 14-22 $298.00 
in a unique new 20-page booklet written and 
published by a retired Secret Service off- M16-32 $398.00 
cial. The book, entitled NO PICTURES, Giant 26-42 $750.00 
PLEASE, explains amendments made in FOB New York 


1958 liberalizing the laws governing curren- 


cy and stamp pictures, and includes material JACK MM. SIDER & co. 
about illustrations of government checks, 
bonds, citizenship papers, official insignia, Oe gh ge | d 

. ue., Vanadca 


and emblems such as the Swiss Confeder- 
ation Coat of Arms. It is indexed for quick 
refere nce 








| FOR DISPLAY MANUFACTURERS & JOBBERS 
(Copies are available trom the author, Products of Styrofoam 
: r Kk. Neal, 56 Marengo roi ‘as : . 
H irry E. Neal, 5616 Mareng road, Wa h Manufacturing and Processing 
ington 16, D. C., for $1.50 each, postpaid. Write for Catalog 
Mr. Neal retired recently as assistant chief 
of the LU. S. Secret Service after an en FOLIAGE CO. OF AMERICA : 


forcement career of some 31 years. LUDINGTON, MICH. 


At DISPLAY PARADE No Z99 by Couctt-— 7” 


RAY WAS BORN IN SuNBURY, PA. 
HE SERVED THREE ANP ONE HALF 
YEARS WITH OUR ARMED FoRCES 


avid hamberger ine. IN. THE SOUTH PACIFIC, WHETTE 


HE WAS ATTACHED TO THE 
CHEMICAL WARFARE BRANCH & 


pap «6 VVEST 063Sst STREET | | ANE, f A, 
: ont! We, 


NEW YORK | NEW YORK ee. [Py ae 
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ELECTRO — & 


al 


MOTION | Ar every OPPORTUNITY 


) WE WORKED WITH THE 


TURNTABLES ART DIVISION OF 


SPECIAL SERVICES. 
AFTER THE WAR HE 


DEPENDABLE | MOVED TO ATLANTA 
TO ENGAGE IN DEC-., 
ORATING, DESIGNING 
AND APVERTISING 
MOTION FOR FoR A DEPT. STORE | 
HAS BEEN IN CHARGE 
OF DISPLAY AT KESSLERS 


YOU > PROMOTION DEPT. STORE IN ATLANTA 
| FOR TWEWE YEARS. 












HAS THREE CHILDREN, 
TWoe GIRLS AND A Boy. 


Y, Oe: Ga GN DG + 
a fags ces ig ees a MP PSE Lie 
: Ml 2 aa a , » eg 


OBBIES : ZL a 
ILLUSTRATES CHILDRENS Books 
| OL PAINTS AND SWIMMING—.....-- 

















er 
ore, at low 
les oftet m omplete 
ion turntad he ONLY © com: 









_ joad. 
lowest prices SIb.; ISOM wited. 
ation 

Many varia 


















*% Compare price 
*% Look for Underwriters label 














% Demand dependable Electro-Motion | Dis PLAY Di RECTOR. 
WRITE FOR COMPLETE CATALOG AND PRICES sESSLERS DEPT STORE 
ELECTRO-MOTION CORP. ATLANTA, GA. 
Buchanan, N.Y PFekskil| 9-140 














DISPLAY WORLD 


for maximium illumination .. . 


POSTOSCOPE opaque 


Projector 


Imagine the convenience of this Opaque 
Projector in your sign or display depart- 
ment! Need a large sketch — but fast? 
Just place this projector over a photo- 
graph, magazine page, coin, jewelry or 
any flat opaque object — and you can 
project a screen image, faithful in every 
detail and color. 7 feet square and 
larger. Projects an area 6” x 6” at one 
time or larger area, a section at a time. 


$35.00 


F.O.B., N.Y. 
LARGE PROJECTORS TOO! 


Send for descriptive folder 
showing entire line of 
opaque projectors. 


FREE. 200 PAGE CATALOGUE 
. 10,000 art and draw- 
ing supply items available through 
Arthur Brown. Write today on firm 
letterhead! 


Arthur Brown & Bro., Inc 
2 West 46th St... New York 36 WN. Y 














NATURAL PREPARED 
FOLIAGES , WOOD 


TROPICAL 
ACCESSORIES 


+ CALIFORNIA 
¢ FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Company 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 
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CHICAGO WINDOWS HERALD 
ARRIVAL OF SPRING 


[Continued from page 27| 


display. Accessories were displayed on a 
round milk-glass-topped table on the right 
For the most part, the fashions were either 
black or white. However, the one in the 
window illustrated was gray. Bob Busse 
created the basic design tor this promo 
tion. 

Don Warden, display director of Peck 
and Peck, called Michigan avenue shop 
pers’ attention to resort life with a series 
of tropical displays. The one pictured, used 
a pair of Bermuda posters, a sand-and-sea 
shell floor, rattan furniture, a palm tree and 
resort-clad mannequins to promote “Bermu 
da Blues.” One mannequin sat amid or 
chids in the rattan chair. Three other man 
enquins stood on the right carrying Ber 
muda versions of handbags and drinking tn 
the warm tropical sun 

The series presented an intriguing idea 
as realistically as possible in the space 
available and it could not help but have 
been a huge success. 

Clement Bradley, display manager ot Car 
son's, titled a huge bridal promotion, “It’s 
a Bride’s World at Carson's.” The first 
floor, 11 display windows and much of the 
fourth floor, including the Brides Room, 
was given to the extravaganza. 

Six State street windows featured a single 
mannequin wearing a bridal gown Shi 
was shown against a ftour-panel appliqued 
and painted silk screen with a gold bamboo 
frame. Five Madison street windows, not 
illustrated, displayed china and glass, small 
housewares, lingerie and Carson’s Joan 
\dair Bridal Service. 

The first floor bridal trim was white rat 
tan arches suspended over the main atsle 
These were swageed with delicate white 
Howers and pale green leaves. Main aisle 
cases displayed gifts tor the bride, with a 
world center unit trimmed in white roses 
Mr. Bradley reports that the bridal promo 
tion was a whopping sales success. Dick 
Minto is window display manager = and 
\ngelo Migliaccio is imterior display Wat 
ager at Carson's. 

Ted Lees, Gilmore’s display director, en 
titled a series of four foundation windows, 
“Brilliant Beginnings.” For the one shown, 
a bay window was constructed behind the 
mannequin and a dark apple green velvet 
drapery was hung trom it 

The bay window itself was made of black 
and gold Japanese grass-cloth panels. A 
vase with flowers different in each win 
dow rested behind the mannequin on a 
stand. Beside the manequin was an authen 
tic COpy of an \irican primitive Carviny 
Next to that a torso form resting on a small 
triangular stand displayed a second tounda 
tion. Spotlights directed on the light tounda 
tions in their dark surroundings helped to 
center attention on them 


Korvette's Raises Sign Man 
To Display Manager 

Robert Houghton, a tormer sign man tor 
the Westbury, Long Island, store ot | 
Korvette, Inc., has been appointed display 
manager for the MHarttord, Conn... store 
Harold Ryan, his predecessor, resigned and 
has not announced his plans 





DISCOVER 
NEW SALES 


WITH FERROCRAFT'S 
NEW KEYSTONE TABLES 


New sensational table sets that curve to the 
right or left, that stack or circle for hun- 
dreds of unusual displays. Ferrocraft’s origi- 
nal keystone shaped tables (all tops 12 x 12 
x 12 x 6) take the ache out of space pains. 
IN SATIN BLACK HEIGHT Eacu 
OT-6 6” $ 3.95 
OT-12 12” 3.95 
OT-18 18” 4.95 
OT-3 set of three assorted 10.95 
OT-9 set of nine (3 each height) 31.95 


Also in brass at slightly higher cost 


. \ See Your Display Jobber 
ERROCRAFT 


Morgantieid Kentucky 














Ballou’s 


Glittering products will add 
sparkle to your displays. 


METAL FLAKES AND STARS 


Brilliant, scintillating, non-tarnishing 
flakes and stars in gold, silver and 
colors. 


GLASS TINSELS 
Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 


for outdoor and indoor displays. Spe- 
clal colors made to order [including 
gold and silver). 
GOLD AND ALUMINUM 
BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 
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DISPLAY PUMPS 


hele) at 


Designed as a compact, low cost, quality pump, espe- 
cially suited for making animated displays with water, 
fountains, soap, beer, wine, etc. Its tripod base has 
exceptional stability. 47 other sizes. 


EASY INDUSTRIES 
210 N. RACINE AVENUE @ CHICAGO 7 





Easy Home Study course showing 
how to do every phase of window 
display work. Merchants, display 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 


Employers: Free to you 
names of our graduates. 


Write for literature 


THE KOESTER SCHOOL f, 


3710-12 N. Cicero Ave., Chicago 41, IIl. 


FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS 
R. A. OHLHORST 











STUDY 
WINDOW DISPLAY 
AT HOME 





278-292 Johnston Ave. Jersey City, N. J. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN — ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 








New Merchandise Display Kit 


FOR MODULAR DISPLAY STANDS 


Versatile, Attractive, No Tools Required 
WRITE FOR LITERATURE 


DESIGN TODAY 


P. O. BOX 8627 CHICAGO 80, ILL. 











@ CEASE-FIRE 
FLAMEPROOFING SPRAY 
@ FLEXIBOOTH 
EXHIBIT BOOTHS 
@ PORTO-POST 
~ CROWD CONTROL EQUIPMENT 


[Filion] Filjon Industries, Inc. 


1211 E. FAYETTE ST., SYRACUSE, N. Y. 
Write for literature—Box 122 


BE A SHOWCARD WRITER! 


Learn rapid, 
~~ 
. { qu kiy easily 
, 


cost homestuds 








artistic showcard writing 


with our simplified low 
course! No special art 
profitabl. 
activaty Tien 


tulent needed bascinating, 
sparetime oo full time 
starts vou in busi 


Merchants 


constinths bre 


SHERWOOD 


200 Stummer Street 


pe theave equipment 
tiess at home erverve here tise 
Inlormeation 
PLBLISHING CO 
Boston 10S. Mass 


THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 


8820 Sunset Bivd., Los Angeles 46, California 


showe atts 
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APRIL, 1934 

The Spokane Display Men's 
was reorganized with Vic Linden, J. C. Pen- 
ney Company, as president. Other officers 
were: vice-president, F. R. Robins, Emery’s; 
secretary-treasurer, John R. 
Penney’s. 

Lewis A. Kagel succeeded James Schaeter 
as display director for J. C. Penney Com 
pany stores, with headquarters in New York 
City 

Fred Heidelberg resigned as display man 
ager for McCreery’s, Pittsburgh. 

Robert Saltzman took charge of display 
for Breit's (Corner, Reading, Va., 
Grim. Mr. Saltzman 
had been with Mangel Stores. 

The Display Men’s Club 
at Jacksonville, Fla., with 


Association 


deJung, also of 


Fashion 
succeeding George S. 


was organized 
Ray Walliams 
as president, Gene Turner as vice-president, 


and Don Springer as secretary-treasurer. 


APRIL, 1949 


The annual Conference and Exhibit of the 


Southern Display Association to have been 
held in Atlanta during May was cancelled 
on April 27. Reason given was lack of at- 
tendance indicated. 

W. F. Fletcher succeeds J. V. Stewart 
as display manger at Kahn’s, Oakland, Calif. 

According to Sherman Stevens of the 
Kxhibit Producers and Designers Assn., 
Inc., the exhibit industry which is a part of 
display, has been making “excellent progress 
toward achieving recognition as a profes- 
sion and as such is attaining a position of 
dignity in the advertising field.” He stressed 
that one of the main points emphasized in 
the association's program was the elimina- 
tion of speculative design, that is, the 
creation and execution of ideas and 
drawings prior to a contractural agreement 
with the exhibit purchaser. 

Dennis sales manager of Des- 
mond’s, Los Angeles, was the guest speaker 
for a Southern California Display Club 
meeting attended by a large crowd. He 
told them that at Desmond’s the response 
from good window displays was felt more 
quickly and more substantially than from 
any other advertising medium, particularly 
for special offerings. 

Ed Joiner resigned as display manager 
for Lowenstein’s & Brothers, Memphis, 
Tenn., in order to join the sales staff of the 
I-arl W. Gasthoff Company, Danville, Il. 


free 


Gless, 


TRADE PERGONALITIES Nol88..by cx 





Murray WAS BORN IN 
KITCHINER ONTARIO, CANADA 
CAME TO PETROIT AT 
THE AGE OF 18 AND 
WAS DISPLAWMAN For 
A \ARGE CHAIN OF 
MENS WEARER STORES 


Pe: 


For Zo yEArRS 
WAS DISPLAY PirREcToR, /. 
UNITED SHIRT | 
DISTRIBUTORS. 


\ 
His HOBBY is 
AT 1s 





RESTING 
SUMMER ROME 


Nurray “CCE 


Dispray Avs Co. Livonia, Mictt 


SEVEN YEARS AGO HE 
DESIGNED AND MANUFACTURED 
mM FORM TOP’To Err ovER. 
MENS SUIT AND SHner FoRmMs. 


Now HAS MANY PESIGNS 


INCLUDING MopERN HEAD 
ANIMAL HEADS, AND ad 
HAS LATEST is ACTION ARMS 


IS MARGIED AND HAS 
FOUR LOVELY CHILDREN. 


INTHE HAMMOCK 








DISPLAY 








Salesmen Wanted 


Northwest and far west also 
metropolitan New York. High 
stvle line of display props — 
art panels and _ promotional 
backgrounds. For department 
stores and leading specialty 
shops. Commission basis. Es- 
tablished 1929. 


Address Box 4BC 


Care of DISPLAY WORLD 





REPRESENTATIVES WANTED 
Covering display wholesalers and distributors for new display 
spray paint line manutactured strictly for the display field. 
Demand already achieved through advertising program. Will 
offer exclusive territories and liberal commission. We are 
members of the NADI. 
lines. 


Hove no objection to non-conflicting 


Please state experience, recommendation and tull 


particulars in first letter. 


THE SARGENT-GERKE CO. 


BOX 729, INDIANAPOLIS, INDIANA 











WANTED 
Free-Lance Designer 


for making sketches and 
models of Christmas dis- 
play decorations and 
(Christmas resale decora- 
tions. 


Union Novelty Co., Inc. 
28 West 23rd Street 
New York City 





SALES HELP WANTED 


Tero, Inc., leading New York mannequin manutacturer, has 
openings for sales representatives with non-conflicting lines. 
Protected territories. Eastern Seaboard and Texas excluded 
Also interested in manufacturers’ representatives with proven 
capabilities. 


TERO, INC. 


152 West 23rd Street 
CHelsea 2-7344-5 


New York City 11 


DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course. Co-ed, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 














FOR SALE or MERGER 


Display Fixture manufacturer 
established 45 years, Known na- 
tionally for quality of product 
and design 


Address BOX 4CD 
Care of DISPLAY WORLD 








POSITION WANTED 


Display Mer 
position, 


prefers Dept. Store 
Kleven years experience 
in dept store display. Have adver 
tising and 
ence 


merchandising experi 


Address BOX 4EF 
Care of DISPLAY WORLD 


SALESMEN WANTED 


For new exclusive line consisting ot tollage, weod and 
metal set pieces, vacuum-ftormed plastics, unusual novelties 
commission and exclusive 


and imports. High rate of 


territories tor right men 


Address BOX 4DE 


Care of DISPLAY WORLD 


DESIGNER 


Industrial exhibits and dis 
plays, experienced in trade 
show and display design pre 
ferred, Must be capable of 
problem evaluation, prepara 
tion of preliminary roughs 
and presentations 


Gardner, Robinson, 
Stierheim & Weis, Inc. 


5875 Centre Avenue 
Pittsburgh 6, Pa. 
Phone: Emerson 2-1400 








Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 


MADISONIA 
152 W. 25th St., New York 1, 
N. Y., Chelsea 3-1550 




















Use the 
OPPORTUNITY 
EXCHANGE 
For any WANT AD 
Purpose 


WANTED —- SCULPTOR 


with ability and talent for high fashion figures; high salary; ex 

cellent opportunity; permanent position. Write or phone: 
WOLF & VINE, INC. 

225 S. Los Angeles St. 
Phone MAdison 6-4737 


Los Angeles 12, Calif. 


F OR SALE 
SET OF MANNEQUIN MOLDS 
Complete et | practi ally 
new Mannequin Mold (hh 
dren ind Misses. Designed 
I ieading Sculptor 


\ddre BOX 4AB 
ire of DISPLAY WORLD 














FOR SALE 
Reynolds Printasign excel- 
lent condition, reasonable 

TERRY’S 


4701 South Parkway 
Chicago 15, IIl. 








WANTED — DISPLAY DESIGNER 


capable of designing and illustrating displays for itinerant pur- 
poses, largely in the wearing apparel field; top salary; permanent 
and attractive position. Write or phone: WOLF & VINE, INC., 
oe Los Angeles St., Los Angeles 12, Calif. Phone: MAdison 
6-4737. 


WILL BUY 
lsed or Ont i Lise 
MANNEQUINS 
Ladue (hildren Men 
W rite 
HERZBERG-ROBBINS, Inc. 
110 W. 30th St., New York 1, N. Y. 
PEnnsylvania 6-3585 











SALESMEN 
Several territories open ( us- 


tom made, high styled displays. 


Address Box 4 FG 
DISPLAY WORLD 


(‘are of 

















Use the 
OPPORTUNITY EXCHANGE 
For Any WANT AD Purpose 








WANTED 
{ ed Silvestri or others top quality 
(hristma display 

Women sSpeciait 


tos ire 


inimates iif 
able ror fine 
Stere Please end phe com 


plete cle scription tT 


John P. Campbell, Display Director 
C/o RIFF’S 
Box 2066, Longview, Texas 
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NEW HECHT'S: MODERN 
SELLING ADVENTURE 


[Continued from page 19] 


[he self-selection counters begin low 
near the floor as shown 1n photographs, with 
the result that the height of the counter 1s 
lower than usual and allows for a clear view 
interior selling 
put 
Mr 
customer does 
additional 
is not uncomfortable to 
hop trom.” He explains the wonderful 
flexibility of the self-selection display and 
essential sign-holding as follows: 

“The 
Plaza was designed to afford complete dis 
sult into the 
fixture is square metal 

This tubing is drilled with a ser 
holes inches apart. The 


across the expanse of the 
floor Also, 
on display in the 
Melnicove adds “We 
not bending 
inches as that 


merchandise can be 
Same floor 
find the 


Over arn 


more 
area. 
mind Six 


Spat c 


display fixturing in Prince George's 


play and flexibility. 
top oO! 


tubing 


signing 
each selling 


Spat ed three 


ifs oO} 


posed of panels in harmonizing pastel colors 
with a line of children painted by Edward 
Meshakoff. This artist created many other 
murals in the store and also the beautiful 
mosaics everywhere in evidence. In_ the 
center of the children’s wear section there 
are four swings hung from the ceiling, each 
swing at a corner marking the boundary ot 
the apparel displayed for that age-group. 
The swings swish away quietly, creating an 
atmosphere of peaceful activity and happy 
assurance. There are four child mannequins 
swinging, a boy and a girl at opposite corn- 
ers, looking very modish in the apparel of 
that department. 

In the women’s apparel departments there 
is a generous use of gold with white grill- 
work, or white with gold stars, snow crys- 
tals and spangles. In the Bridal and Even- 
ing Shop the mirrors are not merely 3-way, 
but 6-way, permitting a complete all-around 
view simultaneously. The floors are black 
and white tile, and the room is lighted with 


everything for the home, from kitchen uten- 
sils to televisions and massive furniture. 
A card at the apex of one furniture group 
reads “Mersman Sculpture . . . Costume Jew- 
elry of the Home.” This level has been 
called a_ store-within-a-store, where it is 
possible and easy to compare colors, tex- 
tures, and shapes of merchandise all together 
before purchasing. 

Because of the acoustical ceilings, there 
is a gratifying hush throughout the store, 
subduing the customary sounds of merchan- 
dising transactions. Occasionally a young 
feminine voice comes over the public address 
system with bits of information, such as 
“For the convenience of our patrons we 
have provided a snack shop across the plaza 
opposite the main entrance.” At the end of 
a day the pleasant voice makes the unher- 
alded statement: “Ladies and getlemen, the 
store is now closed good evening.” 
There is no apparent tension, no dashing 
around nor clanging of bells. The customers 


and clerks just seem to fade away... ’til 
another day. 


a dazzling chandelier while the general decor 
is executed with a mosaic treatment. 

The beauty shop’s foyer is furnished with - 
dainty lavender ornamental chairs whose New Versatile Siastager 
are upholstered in_ heliotrope. The Designed by Displayman 
all facing the entrance has a flat replica ' 
wall ae “hgh hey ao Al Gamble, display director tor Beard & 
upon it of the lounge's spreading brass wil- Gabelman, Inc., Kansas City, Mo., has de 

I 9 “9 « . \ ve 8 “9 7 - 
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’ all : eee signed and is manufacturing a_ versatile 
metal tubing on all selling fix spangles, a whimsical white star and a ; 

plexiglass displayer that can be used tor 


complete inter glistening mosaic assembly. Inside the salon, : 
‘ hosiery, blouses or slips. It consists of a 


same time locks the the customer receives an out-of-this-world . — ; ; : , 7 
holder in place so sieht of aa imepressiouistic cross bar placed on a regular display stand 
hn allen hate: Be cal i ae sane with the thumb screw loose so the top can 
<nock all. ‘senta- 
: , _ | , be rotated. Stockings are pulled through 
tion is stunning but softly done in pleasing 
tel-tinted aetakaadh aie sual the small holes in the bar to fall into a 
astel-tintes reometrica segments ; : 
P 5 : : : . drape. A slot at the top of the bar holds 
appear to be 3-dimensional, with their inner . a 
hosiery color names. ‘To display blouses the 
edges seeming to meet at the center in the ‘Sade ‘. 
eal: aatadl M11 this j bar 1s tilted and hangers hung in the holes 
a ZTeC. = Ss O , ; , 
and for other merchandise such as slips, 
a background panel of beige between adja- a oe 7 oe ” 
7. plexiglass rods are inserted in the holes. 
cent panels of pink, sky blue, dove gray and 
spring green. The inside the salon 
making are pink, and the receptionist’s short curly 
is an appropriate heliotrope color. 
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New Flocking Adhesive 
Waterproof, Fireproof 

Adhesive Products Corporation, 1660 
Boone avenue, New York City 60, announces 
the development of Resgrip WP, a new non- 
inflammable waterproof flocking adhesive. 
The product is excellent for making pen- 
nants, insignia, signs, for applying flock in 
are the manutacture of decorative tabrics and in 
various display uses. Write to the firm tor 
more information 
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DISPLAY WORLD 





Write for full details. The 
Full Sheet Signmaster is 
still more proof that Show- 
card Machines offer models 
for every need. 


Here you see the grown-up version of a Showcard Machine that was a big 
hit right from the start. 


The original Signmaster was built to be a speed demon. . . to turn out multiple 
cards faster and more economical than anything of its kind. It has proved so popular 
that we've taken the next logical step—a big brother Signmaster that handles 

all work up to a full 22” x 28” size. 


It has the same type of mechanical inking unit, the same instant pressure 
adjustment for varying card stocks, the same roller-lifting toggle that prevents 
blurring. It has the same silk-smooth operation. And it is a Showcard Machine 
through and through—same patented method of type setting, same freedom 

of layout, same cast steel construction backed by a 5-year guarantee. 
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1456 MERCHANDISE MART, CHICAGO 54, ILLINOIS 


y \/\ Penmetal expanded metal to advantage 


v4 How one display builder uses 
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In making ses cde for many of America’s best-known 
products, Gardner Displays Company, Pittsburgh, Pa., 
stresses originality, quality and stability. Any wonder then, 
that Penmetal expanded metal is a favorite material ? 


Used for cases, shelving, trim, etc., its clean, 

diamond pattern is distinctively appealing — has quality 
written all over it. Extremely high strength-to-weight 
ratio oo use of lighter sections to span large areas in 
an unbroken sweep. Thanks to its flexibility, it can 


be paneled in a gentle curve. 


Easy to work with. Delightfully easy on the pocketbook. 
Consider the use of Penmetal expanded metal in 
your displays. Ask for folder 515-EM. 


PENN METAL COMPANY, INC. 


General Sales Office: 40 Central Street, Boston 9, Mass. 
Plant: Parkersburg, W. Va. 
District Sales Offices: Boston, New York, Philadelphia, Pittsburgh, 
Chicago, Detroit, Dallas, Little Rock, Seattle, San Francisco, 
Los Angeles, Parkersburg, St. Louis 


Expanded metal was used to trim the perimeter 
of this circular display. 


a name to remember 





